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Channel 8 delivers it! Your advertising 
message telecast on WGAL-TV does ml 
outstanding job at winning dealer enthu- 
siasm for you, because of its potential 
capacity to stimulate consumers to buy. 
Whatever your product, WGAL-TV increases 
dealer-support, sales, and profits. 



WGAL-TV 



Channel 
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STEINMAN STATION • Clair McCol lough, .PtM 



Representative: The MEEKER Company, Inc. • New York • Chicago • Los Angeles • San Francis*? 



BROADCAST INDUSTRY 
REPORTS AND MOURNS 
A TRAGIC NEWS EVENT 

A shocked nation was still gasping last Frida\ as net- 
works and independent stations, tv and radio, cancelled 
their entire broadcast schedules to cover the vear** hi"- 
gest news story: the assassination of the 35th President 
of the United States, John Fitzgerald Kennedy. 

Minutes after the sniper's bullet found its mark in 
Texas, broadcast newsmen were reporting the tragedy. 
Across the nation, listeners and viewers gathered in 
disbelief around office radios and tv sets, in the streets 
around parked ears and youngsters with transistor por- 
tables, and before receivers in millions of homes. They 
heard the storv from such veteran newsmen as ABC's 
Ron Cochran, CBS's Walter Cronkite, and NBC's Chet 
Hiintley, and from local radio/tv reporters . . . and 
realized, with growing sadness, that the story was all 
too true. 

Not since the late FDR had a U.S. President been so 
closely associated with broadcast media. Massachnseit*- 
born Kennedy hnrvt like a political bombshell upon 
voters during the 1960 ''Great Debates" with rival 
Richard M. Nixon. Later. Kennedy's live radio/tv press 
conferences provided the U.S. with a new. close-up look 
at the man who held the nation's top join his speech 
during the 1962 Cuban crisis reached one of the 
largest air audiences in historv. 

Broadcast indnstrv members thus felt a keen, personal 
loss even as they rallied behind another man— a man with 
a broadcasting background and a tough job ahead: Pre>- 
ident Lyndon Bi Johnson. 
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Radio Revenues Bounce: Am-fm revenues hit 
a new high of $636.1 million in calendar 1962, 
up 7.7% from 1961, FCC reports. Before-tax 
radio profits of $43.5 million bounced 48% 
over 1961. Total broadcast revenues, includ- 
ing tv, topped $2 billion, up 11.2% over 1961 
revenues of $1,909,000,000. Before-tax profits 
of total broadcast industry were up one third 
from 1961, to $355.1 million. (Details on tv 
revenues reported in sponsor 23 September.) 
In both network and independent radio, profit 
picture was healthier in 1962, with expense 
rate well below the revenue rate, resulting in 
profit increases of about 40 percent overall. 
Although four radio webs had a slight increase 
in revenues, the network operations continued 
to show a loss: $33.9 million expenses to $31.5 
million revenue, leaving a $2.4 million deficit. 
Total radio time sales increased $48 million 
to $665.2 million in 1962. Local time sales 
accounted for $419.5 million, three quarters 
of this increase, FCC points out. National spot 
accounted for $208.4 million, or 31 % of total 
time sales. Network time sales were 6%, or 
$37.3 million. FCC reports that national spot 
business made the largest difference between 
profitable and unprofitable radio stations, with 
profitable outlets averaging $73,796 in na- 
tional spot sales, as against $33,783 for the 
losers. Of the 3,533 am and am-fms on the air 
for the full year, more than one third reported 
a loss for 1962. Still, this was an improvement 
over 1961, when approximately 40% reported 
a loss. 

CBS incentive plan out: The FCC will not 
give CBS another chance to argue for its 
station incentive compensation plan, even with 
its latter-day amendments. The commission 
held the plan to be a form of time optioning, 
and turned it down when network option time 
was banished. Last week, the agency refused 
to reconsider CBS argument that its plan does 
not violate FCC rules. 



Advertising paves way: Some 25% of super- 
market managers rarely accept point-of-pur- 
chase display materials for non-advertised pro- 
duct, according to a study conducted by Audits 
& Surveys Co. It was also found that the pro- 
duce department "was best suited for the p-o-p 
aids, being chosen by 22% of managers, 33% 
of chain headquarters officials, and 23% oi 
wholesalers. Red display banners were picked 
as the best aid to put shoppers in a buying 
mood and, although single colors were pre- 
ferred over combinations^ the color combina- 
tion most preferred is red and blue. Study 
was made for Family Circle Magazine, which 
has the cooperation with U.S. Agriculture de- 
partment. 

Intelligence is ad boundary: Warwick & Leg* 
ler exec v,p. John P. Warwick says intelli- 
gence of American consumer is "single most 
important boundary" of advertising and, if 
underestimated, "we cross the boundary line 
into the area of ineffective advertising." Other 
"natural boundaries" he cites are truth, good 
taste, and helievability, which are "established 
and controlled by the basic good decency and 
judgment of the professional people in adver- 
tising/' He also advised that "the course of 
action toward effective: creativity in the field 
of advertising is: set your tracks with facts — 
and then open your mind and be as imagina- 
tive as possible." 

Talent negotiations: American Federation of 
Television; and Radio Artists and Screen Ac- 
tors Guild continued their bargaining session 
for new talent contracts with the Joint 4 A- 
ANA committee at week's end. Negotiations 
had been Suspended for nearly a week while 
SAG officials held session on the West Coast, 
to get strike approval, and, resumed on Thurs- 
day. Rath sides are still looking for agreement 
to replace the contract which expired 15 No- 
vember. 
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RICHARD WIDMARK 
FELICIA FARR 
NICK ADAMS 
SUSAN KOHNER 

FORTY-TWO OF THE FINEST 
FEATURE MOTION PICTURES 
FROM SEVEN ARTS 
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COUP. 



A SUBSIDIARY Of SEVEN ARTS PRODUCTIONS ITD 

NtWWK 200 Park Artfloe Yf>.v> & 1717 

CHICAGO 4630 E»!«, li»KO»n»cod. w 0»cnjt3 4 510S 

DALLAS 5641 Owfe*80« Dnv« ACtom* 9 2855 

LOS ANGELES 3562 Royal Wood* Or*«.S»i»nimiCWt O 

STjt* 8&? 6 

TORONTO. ONTARIO 11 AdelMfeSt *«.t EWc»»« * 719) 
LONDON Wl ENGLAND 24 Bfitktt S<J Hyr* Par* 0671 
D>itr*ut«3 outude o< Uort«J $Sat« tr*} CinxU 

foe kil 0< TV Maftcmt prcti'vnrrtirj SVvrn A/1» f ©I "V 
50 * sm Ttuftl Ce«f SROS {Spo! TV Rs'n *«J 0»U) 
Iftt&vwJu*! Icjturt p«e» upon riqunt 



"SPONSOR-SCOPE 

25 NOVKMWn um 



Inlrrprrtatioii and commmlnrv 
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An "old" rating controversy could well become a hot, "new" rating issue in tv. 

What's more, the impetus for the controversy could well come from within the tv 
industry itself, unlike the spur for the rating methodology fight, which came from 
government intervention. 

The situation centers on the practice of gi\ ing ratings a somewhat artificial 
l)OOst by various means of promotion. 

There's nothing new about the practice. For years, .stations, and networks too, 
have been accused of "loading'' rating weeks with star-studded specials, top feature 
films, new shows, etc. to take advantage of the rating periods. 

Other promotions have worked against the methodology of ratings. For several 
seasons, a favorite ploy of tv press agents was to arrange long-distance telephone 
interviews or road publicity tours involving tv editors in the Trendex cities. The 
result was sometimes a Trendex rating which implied a large national o\er-all rating 
which the show never had. 

Conversely, during national iS ielsen "black" weeks, or in a period when ARB 
wasn't rating, don't look for programers to put on their top show-. 



Now comes a new version of the old problem; this time it's a station-level gimmick. 

A sample of this is the station-organized contest, in which results will be measured 
against ARB data. The contest usually runs concurrently with ARB's rating period 
in a major market, with blanks being given away by local retailers. Viewers (includ- 
ing those in rating panels) are asked to pick what will be the ARB-ranked Top Ten 
shows. Presumably, viewers will concentrate on the tv channel holding the contest. 

Several stations, seeing their competitors use the contest device, have blown 
their tops. One mid western network a (Til i ate, complained recently to ARB, with 
copies going to Rep. Oren Harris, FCC's E. William Henry. FTC's Charles Sweeny, 
the station's rep firm, and other industry notables. ARB has offered, in at least one 
case, to report the contest to subscribers in the front of its market report affected. 



New Nielsen demographic breakouts provide additional information for network advertisers. 

One flew classification is ratings by "Occupation of the Head of the House." Various 
occupations have been grouped into four general classification*: 

Occupation % of tv homes Occupation % of tv homes 

Professional and white collar 30 Farm and unskilled 33 

Skilled 19 Retired and unemployed 18 



Taking this into consideration, following chow* per cent distribution, bv nc 
enpation of head of house, for all commercial prime time programs. 
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Bruce MacDonald has been giving Cleve- 
landers the top news on WJW for 20 years. 



THREE TRAPPED IN MINE!! 



W J W RADIO'S audiences turn to 
Cleveland's most authoritative news 
team for . . 

TOTAL INFORMATION NEWS 

1 75 minutes daily 

20 Newscasts on local and 
national events 

5 Five-minute features: Women's 
World. House & Garden, Your 
Ohio Schools, Sports and 
Business. 

CLOSE-UP 6-7 

World, state, local, sports, weather, 
editorial, stocks and business, en- 
tertainment, community events and 
Lowell Thomas. 



HARD NEWS on the Hour 

NEWS IN DEPTH eight times daily 

HEADLINES four times daily 

Cleveland's two top utilities, a major 
savings and loan plus a leading na- 
tional advertiser are only a fe.v of the 
top news sponsors who turn to W J W 
Radio to carry their messages in these 
key times. 

You can make ne.vs for your product 
or service on W J W Radio Ne.vscasts 

See your Katz representative. 
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Give a gift subscription to sponsor. It's one of the nicest 
\\a>s to express Holiday good will to clients, prospects, 
and associates in the broadcast advertising business. 
Your gift begins at the Holiday Season when SPONSOR 
-ends a handsome acknowledgement to each of your 
recipients. Then ever) Monday throughout 1%4 your gift 



of sponsor arrives filled with broadcast advertising 
ideas and information that helps the reader do a better, 
more profitable job. What a happy nay to remind \ our 
clients and prospects of your thoughtfulness 52 weeks 
in the year. And all for as little as 8 cents a week 
when you use the handy gift order form below. 



555 Fifth Are. 
"Yew York IT. X, V 



SPECIAL HOLIDAY KATES 

One 1 \ par Subscription I your own or first gift) $8 

Each additional 1 >ear |iift $5 

Donor's .\ \ \i k 

C( > \i i> a v y 

VntauKfcS 

Cm 



□ Include my own subscription Q Send hill later 

□ I enclose 8 for subscript ions 

Gift card- to read from 

Send pi ft to 

Compoy 

Amm 

City 



_Zonk Stvth 



_Zom: Statk. 



il'lease t\pe remainder of )our hufi'icss s:ift list mi a sep- 
arate sheet and attach I . 
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I'm glad I was there 

IF I reallv wanted l»» work ;it it, 1 could have made tin* ;i i rH tn"» deliri- 
o,u*4) happy these week*- of November. 

rl#rv\ ;i sample of w here 1 could have flown; ('lev eland ( \\ c»tiug- 
lrou>c Programing Conference I , Nashville ( \AB Conference ), San 
fruncisco I HP A Seminal), Fort Worth I NAB), Denser I NAM I. 
Chicago (TvB Annua I Meeting), San Fmncisim ( \ \ B ) . Lo- Angeles 
(NIK' Annual Convention ). And if I w ere a member of the CBS 
\lfi Males Board I could lia\e gone lo Puerto Kico. 

A> it was, I resisted temptation and settled for the BPA meeting 
ofi the west coast and the TvB sessions in Chicago with the \ ague 
notion of returning lo I ..A. lor the Nit! activities 

I mention this as a reminder to the industry to a-k for more of 
HMK (mormons air lines ad appropriation?" which favor the new — 
|>4pei%s though broadcast media a re increasing their share, and to 
llrge, for pete"? sake, a better .spacing of important industry meetings. 

As 1 write t!ii>. in the TvB press-room in Chicago. I realize how 
mtti'h I would have missed if 1 had passed up either the BPA or the 
KB. 

To my mind, the BPA is ;i cla>^ic example ol the importance of the 

IBburtQtinn manager. In an elTort to upgrade themselves pro fcssiona llv 
i ml prov ide an idea/experience exchange, some Chicago promotion 
urn .started BPA nationally less than a decade ago. In vigor and 
'Xpert ise it-* annual convention rivals anv thing in the industry. 1 ve 
lever >een anv thing like the wav promotion men attend meeting*. 
\$Jh» yea i some 10 or 50 genera 1 managers came, too. And w ithout 
•vception those that I ta Iked to said thev learned plentv . I was pleaded 
<> note that the BPA meeting ha> hecome the foeal point lor a -warm 
• { >nl)>idia r\ meetings In network* and station reprcscntativ e*. 
\ttendance established a new record ol w el I over 300. In inv opinion. 
Iickc promotion men hav e e\ erv thing hut monev . 

Ol conr*e. 1 wish thev °d spend some time di>cii-»>ii]g trade paper 
tkertising. 1 he subject was conspicuous bv its absence. 

I hit it luekv. too. w hen I picked TvB on my wav east. In one jam- 
lacked dav of shirtsleeve discussion and speeches anv one w ho w a~n I 
ut at the cocktail lounge had to come away full of ideas, inspiration, 
ml basic in formation. 

Much of the morning panel stre*%ed the point that 1 made in last 
eel's column, namely th.it the advent of the computer age at top .">() 
gencics underscores the necessity for presenting a good t lea n ut 
tiagse of vour station and v our ma rket. Spot buv inj: irom here on in 
ill he Mronglv inllucnccd hv -inli eitn*ideraliotis. 
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DIFFERENT? 



COVERAGE Natural!/ WPIR is 
different 'We don t beam our signal o t of 

the US) Bui 50.000 watt power can do 
wonders, and like WRUL. we too have re 
ceived correspondence from Italy Greece 
and the Aiore Islands Da/ to day I stene 
react. on comes Irom all oei New You 
Massachusetts Vermont New Hampshire 
Connecticut. Maryland and Canada 

EFFECT 

The peop e who now the 
market brokers d siributors. et a! te 
us the Capitol District is an 18-coun'y large 
market. You can bu< 18 separate da / 
newspapers to effect unduplicated circu a 
tion m the Cap tol District or 
50.000 watts of the most penetrati g Radio 
to be had— WPTR 

RATINGS Check the costs the 
examine N elsen Coverage Serv ce *3 lor 
credited county coverage 

WPTR STATION X STATION Y STATION I 

30°o 26 "c 13% 12% 

Your East man wi lay it out for you n 
c udmg a comparison of surro ndmj c t 
Pulse reports 



YES: WPTR 

Albany-Troy-Schenectady 

VP & GEN MGR: Perry S. Somueli 
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BROADCAST ORIENTATION FOR 
NEGRO YOUTHS 

Meredith WOW, in cooperation 
with the Omaha Urban League, 
this month will begin an orienta^ 
tion course on careers in broad- 
casting for young Omaha Negroes. 

The purposes of the course are 
to acquaint young Negroes with 
the opportunities in broadcasting, 
inspire them to interest themselves 
in the industry, and give them 
guide-lines for specific, future train- 
ing. 

The course will consist of five 
two-hour meetings to be held by 
the station consecutive Monday 
evenings* 

All WOW-TV-Radio executives 
and department heads will partici- 
pate in the course, which will cover 
every aspect of our broadcasting 
operation. 

About twelve young Negro boys 
and girls will be attending the first 
course. They will range in age from 
early teens to early twenties. 

We are not publicizing this 
course in any way locally. How- 
ever, we believe it to be legitimate 
news for the broadcasters through- 
out the country. 

Howard Stalnaker 
general manager 
WOW-TV-Radio 
Omaha 



REPORT AVAILABLE ONLY FROM 
BERNARD HOWARD 

1 wonder if it is possible for you 
to Correct one slight misquote 'Q the 
otherwise excellent article in the 4 
November issue of sponsoh — "Ra- 
dio/tv Coverage of Negroes Chang- 
ing Audience Make-Up." 

The complete and detailed re- 
port, "The New Dimensions of the 
Negro Market" (an appraisal of 
Negro buying power in 15 major 
metropolitan areas), is available 



only from Bernard Howard & Co. 

San Francisco Oakland, as indi- 
cated in the article, is One of the 
market areas reported on in tlii 
overall study. But KD1A, the Negro 
radio station represented by Ber- 
nard Howard ec Co. in San Fran- 
cisco Oakland, has statistics avail- 
able for distribution on that market 
only. 

Lucille A. Slerui 
director research & 
sales development 
Bernard Howard & Cfl 
New Yoi 

ADS ROUNDUP 

May we ask a favor of spoxsqS 

Alpha Delta Sigma celebrated its 
fiftieth anniversary Thursday nlgl 
(14 November) in Chicago. Th« 
last event on the program was 
announcement of an "ADS Round- 
up" to search for our many long Ipst 
members. James S. Fish, vice presi- 
dent in charge of advertising at 
General Mills, accepted aur inviw 
tion to be the National Foreman of 
our Roundup. Under his direction, 
our office force is starting to up-date 
as many records of former members 
as possible. 

It is our hope that w ith a success- 
ful Roundup, we can publish a book 
on the first fifty years of ADS- 

Would you help us contact rau 
scattered members? We know dull 
through publications such as 
sou, we can reach manv of ©in 
18,000 members. 

Billy X Eosj 
national presfdetH 
Alpha Delta Sigflfc 

^ Editor's No it.: Slrtnlfcrsshmik 
contact ADS National Jleadqmfl 
crs. Dept. of Journalism^ Smthtr 
Illinois University. Caibondale^m 
nois. 
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Sindlinger &: Co. today re- 
leased findings on the first of 
its 67 market-by-market re- 
ports, this one taking in 22 in- 
dividual Detroit radio sta- 
tions, including eight fm only, 
having one or more listeners 
in the sample period. The 
questioning was done over a 
four r month period, May 
through August, on weekday 
radio activity and includes de- 
mographis audience charac- 
teristics for all 2,663 individu- 



als sampled in the three 
counties of Oakland, Macomb, 
and Wayne. 

Sindlinger said its further 
market-by-market reports will 
be published when each mar- 
ket share of the total 48 states 
reaches a sample size of 2,000 
completed interviews. Among 
data gathered are sports, con- 
sumer attitudes and opinions 
on economic measurements, 
auto inventory, plus 13 demo- 
graphic characteristics. 



-AY THROUGH AUGUST 1963 
INTERVIEWING PERIOO 

E. OCCUPATION 
OF RESPONOENT 

PROF.. TECH.. 5. 

FINOREO 

HPO.. ..... .. 

CLERICAL & SALES.. . 

TOTAL WHITE COLLAR. 

CRAFTSMEN. FOREMEN 

KINDREO 

OPERATIVE 

DOMESTIC 6 SERVICE. 

LABORERS 

FARMERS/NOT OWNER* ■ 

TOTAL BLUE COLLAR.. 

UNEMPLOYEO 

STUDENTS 

HOUSEWIVES 

RETIRED 

ARMEO FORCES/ 

OFF BASE 

NOT DETERMINED 

TOTAL OTHERS 



132 
107 
1S6 



226 
124 
36 



3T 
1 



12 
698 



23.6 1 

12.9 1 

3.6 » 

• 9 1 

.6 1 

.1.8 1 

2.5 1 

3.0 » 
1 

T.e i 

.6 1 
1.0 > 



l.» 
9.3 



.4 1 
2.6 1 
3.9 1 
1 

. 1 1 

6.9 1 

3.9 1 

6.4 1 
60.6 1 
4.4 t 

I 

1.3 1 
72*6 1 



6.4 > 

12.9 1 



12.2 > 

7. a i 

3.1 > 
.3 1 
.4 1 

24.7 1 

3.2 1 

5.7 » 

29.7 1 

6. 1 > 

.3 1 

1. 1 % 



Half-million for WEW 

Over $500,000 is the sale prtee on 
WKW, St. Louis. After a short ten- 
ure under the ownership of Frank- 
lin Broadcasting Co., the station 
has been brought by a group of 
St. Lonisans headed by vice presi- 
dent and general manager of the 
station, Charles P. Stanlev. 



Others associated with Stanley 
are: James A. Butler, Jr., Mrs. Mar- 
tin O'Reilly Browne, Richard G. 
Derringer, Edgar W. Fehrmann, 
Byan A. Foster, John 11. Criese- 
dieck, William II. Griesedieck, and 
Peter J. Nikolaisen. 

WFW was purchased by Frank- 
lin Broadcasting from Bruce Buf- 
rington in January of 1961. Barring- 



ton bad bought the station fr, 
St. Louis University which found 
it in April 1921. 

Present <good music format 
be continued. 
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More hotel room radio * 
Urged by the NYSBA 



Sf IS 

for 



New York State Broadcasters A#8 
is putting a special push behjr 
the wider distribution of radios 
hotel and motel rooms throughe 
the state. 

The project is being tagged to 0 
New York World's Fair and f 
public service benefits there 
which hotel operators would off 
their patrons. 

A second campaign for 1964 m 
approved by the board of direct©, 
It is a proposed mobile registfaitt 
plan which the Association h( 
to get under way next fall in mpi 
to increase voter registration pri< 
to the '64 election. The special pr- 
jects committee, chairmaned |j 
Steve Lubaunski, general manaai 
of WMCA, New York, is studytr 
a similar program conducted I 
Nassau County with the assistaHc 
of local election officials. 

Local stations will be asked 1 
assist in underwriting the cost t 
the sound profect and puhlietein 
the service in those areas where tl 
plan will be undertaken. 



NEWS NOTES 



WJR seeks ultra power; WJB, I3< 
troit, one of 25 remaining 50,0(1 
watt, clear-channel stations in tli 
U. S., has joined three confreres i 
requesting the FCC increase pow 
on an experimental basis, Tl; 
others, WGN, Chicago, WLW, g& 
cinnati, and KSL, Salt Lake Clf 
asked that the trial he conducted i 
750,000 watts (sroxsoit, 11 Nova* 
her, pg. 53). WJR applied for 
boost to 500,000 watts. 

New OAB leaders: Robert Gh|§ 
ping of KAST, Astoria, will heh 
the Oregon Assn. of Broadcasters s 
president during 1964. Other tfl 
fieers are Bob LaBonte, KEIfC 
Eugene, vice president, and 
Kozak, KROYV, Dallas, secrc'B^ 
treasurer. 
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CALENDAR 



The whert. and where 
• of coming events 
25 .November L&63 



tuned in 

to 



\WESHTV 



FLORIDA'S 
CHANNEL 




ORLANDO • DAYTONA • CANAVERAL 



NOVEMBER 

Broadcasting and Advertising Divi- 
sion of the American Jewish Com- 
mittee Appeal for Human Re- 
lations, dinner with Brown fit Wil- 
liamson Tobacco Corp. president 
William S. Cutchins as guest, 
New York Hilton, N. Y. (25) 

International Radio & Television 
Society, special projects lunch- 
eon, "Waldorf-Astoria (27) 



DECEMBER 

National Broadcasting Co., annual 
convention for radio and tv af- 
filiates, Los Angeles (2-3) 

Electronic Industries Assn., winter 
conference, Statler-Hilton Hotel, 
Los Angeles (3-5) 

Assn. of Maximum Service Tele- 
casters, board meeting, Riviera 
Hotel, Palm Springs (5) 

Assn. of National Advertisers, work- 
shop on "New and Practical 
Ways to Evaluate the Effective- 
ness of Your Advertising," Plaza 
Hotel, New York (5) 

National Food Brokers Assn., 60th 
annual convention, "New Pro- 
grams for Tomorrow's Market- 
ing," Palmer House, Chi. (7-11) 

International Radio and Television 
Society, Christmas Party benefit 
for the Veterans Hospital Radio 
and Television Guild — the Bed- 
side Network, Waldorf-Astoria, 
New York (17) 

American Marketing Assn., winter 
conference on the development 
of more precise marketing tools, 
Somerset Hotel, Boston (27-28) 

Broadcasting Executives' Club of 
New England, Christmas party, 
Sheraton Plaza, Boston (16) 

Royal Film Archive of Belgium, 3rd 
international experimental film 
competition, Knokke-Le Zoute, 
Belgium (26-2 January) 

FCC, oral argument concerning 
length and frequency of com- 
mercial material broadcast over 
am, fm, and television stations, 
Washington, IX C. (9) 



Federation of Jewish Philanthrar 
ies, annua] fund-raising cocktai 
party of the advertising divis-ial 
Sheraton East Hotel, N. Y. (Til 



JANUARY 

National Retail Merchants Ash 
53rd annual convention on "Til 
Challenge of National Grdiflb 
Statler Hilton Hotel, N, Y, (S 

International Radio and Telev^w 
Society, first newsmaker of th 
year (8); first of a series of SM 
production workshops, Wald< 
Astoria, New York (9) 

Milwaukee Advertising and Grap 
Arts Groups, Ben Franklin Jkto 
quet (16); 6th annual graphic art 
workshop (18); Special worksh<4| 
sponsored by the Sales Promo 
tion Executives Assn. (4 Fella 
ary); Exhibit and Awards 
(15); Silver Award Banquet: 5p9 
sored by the Milwaukee Advertfe 
ing Club and the AdvertMi 
Women of Milwaukee (27), Cbffl 
House Motor Inn, Milwaukee 

Georgia Assn. of Broadcasters, 19tt 
annual Georgia Radio-TV Instil 
tute "day-long debate" with FCC 
University of Georgia (22) 

National Religious Broadeasffrs 
convention, Mayflower Hotel 
Washington, D.'C. (21-23) 

Advertising Assn. of the West mm 
winter convention, Bakersfie 
Gal. (24-26) 

American Women in Radio aJK 
Television, board of dfcectan 
meeting, Hilton Hotel, Nc^Ypf 
(24-26)" 



FEBRUARY 

Electronic Sale^-Marketing 
2nd annual electronic markrtiit 
conference, Barbizon Plaza Ifott'l 
New York (3-5) 

International Radio and Televft 
Society, newsmaker louche® 
with NAB president LcRoy C 
liirs. Waldorf Astoria. New % 
(5) 
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picture worth a thousand words? 



me 1,000 words and 111 take 
ord's Prayer, 




saim, 






Bh&kespeare, 



mole to the 




s 




enough words left 
afeout all of the 
oath. Ami I wouldn't 
for any picture on earth." 



0HPfllsmea« 
theft on today's radio. 
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Inlrrprrtatioii and commmlnrv 
on fii(i% 1 tignifuant tv/rndio 
and markcliiig news of the ueck 



An "old" rating controversy could well become a hot, "new" rating issue in tv. 

What's more, the impetus for the controversy could well come from within the tv 
industry itself, unlike the spur for the rating methodology fight, which came from 
government intervention. 

The situation centers on the practice of gi\ ing ratings a somewhat artificial 
l)OOst by various means of promotion. 

There's nothing new about the practice. For years, .stations, and networks too, 
have been accused of "loading'' rating weeks with star-studded specials, top feature 
films, new shows, etc. to take advantage of the rating periods. 

Other promotions have worked against the methodology of ratings. For several 
seasons, a favorite ploy of tv press agents was to arrange long-distance telephone 
interviews or road publicity tours involving tv editors in the Trendex cities. The 
result was sometimes a Trendex rating which implied a large national o\er-all rating 
which the show never had. 

Conversely, during national iS ielsen "black" weeks, or in a period when ARB 
wasn't rating, don't look for programers to put on their top show-. 



Now comes a new version of the old problem; this time it's a station-level gimmick. 

A sample of this is the station-organized contest, in which results will be measured 
against ARB data. The contest usually runs concurrently with ARB's rating period 
in a major market, with blanks being given away by local retailers. Viewers (includ- 
ing those in rating panels) are asked to pick what will be the ARB-ranked Top Ten 
shows. Presumably, viewers will concentrate on the tv channel holding the contest. 

Several stations, seeing their competitors use the contest device, have blown 
their tops. One mid western network a (Til i ate, complained recently to ARB, with 
copies going to Rep. Oren Harris, FCC's E. William Henry. FTC's Charles Sweeny, 
the station's rep firm, and other industry notables. ARB has offered, in at least one 
case, to report the contest to subscribers in the front of its market report affected. 



New Nielsen demographic breakouts provide additional information for network advertisers. 

One flew classification is ratings by "Occupation of the Head of the House." Various 
occupations have been grouped into four general classification*: 

Occupation % of tv homes Occupation % of tv homes 

Professional and white collar 30 Farm and unskilled 33 

Skilled 19 Retired and unemployed 18 



Taking this into consideration, following chow* per cent distribution, bv nc 
enpation of head of house, for all commercial prime time programs. 





ProfesftonaJ 




Farm S 


Unemployed 


Network 


white collar 


Skilled 


unskilled 


& retired 


ABC 


32% 


22% 


32% 


14% 


CBS 


28 


19 


34 


19 


NBC 


30 


19 


34 


17 


U. S. 


30 


19 


33 


18 
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National spot radio is having tough going in the fourth quarter, latest estimates reveal. 

Reports from key representatives indicate volume will he off for the last threes 
months from last year, though total for the year will still be good. One representa- 
tive calls the current problem the "backlash of the summer push." Another doesn't 
believe it can be pinned to any specific reason, rather it seems to he a general 
slackening. Each of those queried believes the outlook for early 1964 is much better. 



Situation comedies, both new and holdovers, are running strong in early network ratings, 

Nielsen Tv Index figures for 2nd October report reveal nine new situation comedies 
hitting an average 17.9% rating. The 13 holdovers in the category are getting an 
AA rating of 23.0%. Following is a comparison of new shows and holdovers for 
the two falls with 1962 figures in parenthesis: 



New Situation Comedy Shows Number Average Audienei 



Situation Comedy 


9 m 


17.9% (lfivl%): 


Westerns 


1 ( 1) 


11.8% (as%) 


Suspense-Crime 


3 (-) 


15,7% ( ) 


General Drama* 


io m 


15.2% (HG%) 


Situation Comedy Holdovers 


Number 


Average Audjen.se 


Situation Comedy 


13 (16) 


23.0% (19.1%) 


Westerns 


5 ( i 


211% (20.5%) 


Suspense-Crime 


2 ( 6) 


16.8% (15.7%) 


General Drama* 


1 (10) 


18.4% (19.1%) 


*Plus adventure 








Few tv buys for U.S. advertisers in Mexico originate along Madison AvenMe. 

Most of the smart American firms which buy time and programs on Mexico's growiinj 
Telesistema Mexicano — -sjieh as Ford, General Motors, Coca-Cola, Colgate,, etc, — 
have long since learned to leave media decisions and tv program buying in the baud,a 
of local personnel and agencies. 

A leading competitor of Coca-Cola decided, not long ago, to ignore such advice, 
buying an hour-long, U.S. -produced variety-musical show, produced on tape by a 
U.S. network. Mexican tv officials warned thai it would not be popular with awdieiacBS 
in Mexico^ They were right; the show flopped. 

Telesistema (leading tv power in Mexico), incidentally, uses a th:r*e»MWB^ 
segment between programs for drop-in spots (as many as six or eight). Hard Btjuor 
ads on tv are OK, but not before 9 p.m. For a detailed report on Mexico's tv boonl* 
see p. 44. 
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business it's public 
acceptance at the box 
office that stamps the 
true picture ol success 
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li largest Dox-otlice-approved 
W "48 leaiure turn entertainment 
(erolierefl Dy MGM Television 



10/64 



i 



rtv exciting films with 
cii95 million box oliice 
; record now available lo 
; revision lor me first time 



Big Stars in Box Office 
Hits such as 



u 



u 



"On The Town" 
"Tne Lime Hui" 



Ml 



ash in on the proven box office 
bpeal of the 40, 64 features right 
w. Individual prices and availabili- 
2s from any MGM Television office 




lew YflrK . cnicap . culver City 



mm 2 j .\o\fmhir iyC3 



COMMERCIAL 
CRITIQUE 



Trends, techniques new 
Styles in radio/tv 
commercials are evaluated 
by industry leaders 



The heart has reasons 



15KV VI) VMS 

» if v president on special 11 projects 
at Gardner Advertising. St. Louis 

ASA CUB COPYWRITER I WilS tilllgllt 
to appeal basically to the emo- 
tions, let reason follow. The heart 
decides; the head justifies. This law 
hasn't been repealed. Therefore, I 
doff my derby to five commercials 
created by people who must believe 
"the heart has reasons reason knows 
not of." 

• Lux Soap. Opening video is re- 
mindful of a Salem puff but the 
singing V.O. leads you lovingly to 
Lux. The ballad which begins "A 




Cm line commercial (top) uas tailiir-niade 
fur the Judy Garlaml SIhhc. Cnmulajt 
\yhm spot is an emotional delator. 
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woman's born to softness" makes 
you feel as though you are being 
serenaded. Sales idea: Lux softens 
as it cleanses. There's no wash-half- 
your- face - with - this - half - with-that 
business. But testers note: what a 
woman feels she rarely reveals via 
Q and A. This commercial has long 
life potential. J. Walter Thompson, 
X. Y„ is the agency. 

• Contac. An emotion - charged 
series for Judy Garland show. Never 
thought I'd thump this particular 
tom-tom for a cold remedy but one 
aims straight at the hearts of all who 
love the Wizard of Oz and [udv 



HEA ADAMS joined Carclner as 
copywriter 1935, upped to v.p. 
1944, made a hoard member and 
creative director 1940, later served 
as tv creative director. A pioneer 
in use of sociological research for 
creative advertising, she has re- 
ceived more awards and honors 
than can be listed licit 4 . Among 
them: past president of Women's 
Adv. Club of St. Louis; creator of 
Women's Gridiron Dinner, now in 
2Sth year; past v.p, of A.F.A.; won 
national award for best copy writ- 
ten by a woman 1941; won award 
for best radio program for women 
1945; named national ad woman of 
the year 1950; chosen as one of 27 
women of achievement by Life 
1951; named by Fortune one of top 
3 (J American business women; first 
honorary member and president of 
St, Louis chapter of Thcta Sigma 
Pi; .served as special adviser to 
Scc'y of Labor 19(>0: Founders Da> 
citation, Washington U. 1901. 



as was and is. Uses scarecrow and 
lion puppets and plays it cook 
Voice, an important clement, is that 
of Sterling 'Ilolloway, narrator- 
Herbert Duncan, tin man; Joseph 
Silver, scarecrow. 
Agency: Foote, Cone & Belding. 
Creative wizards: writer, Jack Av- 
rctt; agency producer, Stew Garner* 
production, Projects Unltd. '< 

• Cuniuloft Nylon. For openers, 
mother tucks kiddies into bunk bed, 
pats pup. announcer says softly,, 
"All's quiet on tire carpet fronL" 
Then wham! Pianissimo to fortis- 
simo to show "the carpet beaterf' 
hard at it. Dramatic demo of what 
Cumuloft Nylon can take. And why. 
Fmotional? Plenty! Via Doyle Dane 
Bernbach, Inc. Writer, Paula Green. 
Art director, Bob Gage. Tv pJB 
duccr, Ernest Hartman. Camera? 
man, Finest Capparos at VPI, Inc. 

• J & J Baby Powder. 4i A Baby's 
World." Pleasing paucity of words. 
Emotional impact supplied (natch) 
by video and baby sounds. Sounds 
are best these baby-lovin* ears have 
heard. A real cuddler from Youn| 
6c Rubicam. Writer, Mary Allen 
Hokanson; art director, Steve Frank- 
furt; agency producer, Chet Novteh. 

• Purina Dog Chow. Last due to 
family-hold -back rule. This serie* 
is a dozen tail-wags ahead of many 
other dog food tv'ers emotionally. 
Sales idea: So complete, all you add 
is love. Video makes it believable. 
Hero is dog obviously the result of 
careless love. Unburdened by pedi- 
gree, he trots happily around a 
park, says hello to young lovers, 
joins a parade, comes when whis- 
tled for. Bury his wet nose in ehow 
bowl all through commercial? 
this one! Whodunnit? Combo 
writer - songster - producer Noel 
Digby. Gardner, St. Louis. 

• Memo to clients, commCKflal 
creators: Love is a main 7 splendored 
thing. If you are with it, you'll **A 
it into commercials without brfftfi 
obvious or sticky. And thert'hN 
make these fleeting seconds mot* 
palatable, more potent, more per- 
suasive. If yon don't believe it, don't 
do it. Your unbelief will sh&m 
through. But if you are a believer 
haw the heart to fight, for ft. Htm 
en forfend our lurching literacy, bill 
us love peddlers w ould ratlver fight 
than switch, (signed) Black E$C® 
iyctilrice 



SPQNSOR" 



;> Novi-wiB 




What's big and bright, 
has 152 legs, 

20 eyes, 
never forgets, 
and shows-off on television? 
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Like, what he means is — WGAR believes And the buyingest. Take our 1963 WGAF 

that radio should offer something besides Trans-Canada Air Lines "Friendly Tows 1 

noise. For people who want to listen, instead promotion. 447 people bought the $47 Qtte 

of just hear. Square? Maybe. But we've day trip package! TCA was tickled to deam 

cornered the listeningest GOOD SOUND RADIO But then, we could have tok 

bunch of listeners in Cleve- M| m iflKk H^M them. When our listener 

land and northeastern Ohio. want to fly, they takea platlfl 
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"White Tornado" commercials for Ajax APC were a major factor in success of product. 

Tv builds $100 million 
liquid cleaner market 



Four leaders use heavy spot and network tv. Ajax 
All-Purpose Cleaner current king with 29% share 



Comi-i 111 io\ in tin* $100 million 
all purpose elr.inrr industry is 
hot. To obtain a snlistanti.il share 
of the market, product executives 
must show speed, sagacity, and 
marketing fortitude, phis some real 
know-how on the battlefield of tele- 
\ ision. 

Although the marketing is com- 
paratively young, two kings of tin* 
industry have alread\ tumbled : first 
Lestoil, and thin Mr. ("lean, the 
latter backed by Procter <N ( .amble. 

This month an innovation for .ill- 
purpose cleaners — plastic bottles — 
is sparking renewed competition on 
the national scene. Plastic has long 
been used for eont.iiners, but not 
In major all purpose cleaner entries. 
Now three of the "bin four ' in the 
field are uiakiim the switch: A)a\ 



\11 Purpose Cleaner ^ Colgate). Mr. 
Clean ( Pi\C ), and I lamb And\ 
( Lever Bros ). Lestoil is st.ning 
w ith glass. 

All are putting the major share 
of their ad budgets in spot and net- 
work tv. from S2 to ^0 million each. 

Incitement in the do-it-.ill liquid 
cleaner business h.is not died since 
Lestoil was introduced \ ia t\ in 
195-I. The stor\ of Jac ob Barow sk\ 
and how he "created the inarkt t 
through powerful tv tactiis is w ell- 
know n. In five \ ears. Ha row sk\ in- 
creased Lestoil s business 66.f>67?. 
from sales of 150,(^X1 bottles m I9>3 
to 100 million in D5S. using onb 
spot t\ . The \ olnnie of business 
approached that of Tide. 

The second i mr.it le stor\ i.imc 
last JuK w ben Colgate, wlncli bad 




Robert ) onng. Jr. (sealed), v. p., general manager of Colgate's Household Products Dii\; 
John Grimm, v.p., are shown sides growth of A\ax by William Schmal, product manager 



already failed with one all-purpose 
cleaner — Genie — surpassed all the 
other established cleaners with Ajax 
A PC in only nine months. An effec- 
tive $4-million tv campaign lniilt 
around a "White Tornado," through 
Norman, Craig & Kvimmcl, is given 
much of the credit. 

Ajax now holds some 29% of the 
market, compared with Mr. Clean, 
23%; Lestoil, 112; and Handy Andy, 
slightly under 10%. The other near 
25% of the market is held by region- 
al brands such as Texize in the 
South, Pels in the Midwest, and 
various supermarket brands. 

The coup by Ajax APC is a real 
success story, not only because Ajax 
captured the market so quickly, but 
also because Colgate had already 
failed with one entry and looked 
pretty much out of the picture. In 
addition, a Colgate win over any 
established and successful produet 
of P&G's is something to note. P&G 
is five times larger in overall sales 
and spends twice the advertising 
dollars. 

The com jiclilion's maladies 

It has been suggested that one 
reason P&G's Mr. Clean (Tatham- 
Laird, Chicago) lost sales nation- 
ally to oncoming Ajax is "tired 
blood." Since 1958 P&G has been 
promoting a manly helper around 
the house with a big chest, small 
waist, and a ring in one ear. The 
image has been dominant in most 
of tv spots — which have been ire- 
quent. In the last three yours Mr. 
Clean has spent $5, $6.2. and $5 
million (gross time) in tv. Although 
vcrv successful in the earlv \ ears 



the image may have passed its 
prime or "selling" life. There is 
little that can be done about it, 
however, as the produet and the 
image are inseparable. ( P&G, which 
is always looking to new products, 
may have found the answer. It is 
test-marketing a new green autom- 
ated all purpose cleaner in Grand 
Rapids. ) 

To avoid a similar problem, Ajax 
product manager W. G. Scbmal 
made sure that APC is not called 
White Tornado on the paekage. A 
picture of a white tornado is shown, 
along with the theme "Ajax cleans 
like a white tornado," but both are 
secondary to the name Ajax. In this 
way the white tornado idea can be 
dropped in the future to make way 
for a new and fresh image cam- 
paign. 

Handy Andy, advertised through 
|. Walter Thompson, has also had 
difficulties. First, it never was as 
successful as Mr. Clean. Second, 
the introduction of its ammonia- 
based product in 1961 was not an 
overall company success. Currently, 
sales of both the Golden and the 
ammonia APC's are not up to the 
previous sales of Golden alone, ac- 
cording to one industry source. 

Lever's ammonia cleaner was 
rushed to the market to beat out 
Colgate's entry of Ajax, another am- 
moniated APC. Both hit the shelves 
in the same month. Whereas Lever 
used 60-seeond spots to push both 
A PC's — the aminoniated and the 
non-anunoniated — Colgate used 
their lull minutes to stronsdv intro- 
duce Ajax APC. 



Lestoil, the wonder of the mid- 
1950s, has had the problem of maw 
ketrng and the disadvantage of being 
a smaller company. Last year Les- 
toil attempted to go national, but, 
could not compete with the giants. 
Losses for the year were $450,000:. 
Now Lestoil has decided to stick ■ 
its own backyard — New England*— 
where it holds first place. About ■ 
million is going into advertising thi; 
year, almost all in spot tv. 

When a group headed by Dania 
E. I logan, Jr. bought Adell Chemi- 
cal Co. (now Lestoil Products, Inc.) 
from founder Barowsky in 1960, foi 
a price estimated between $8 ani 
$12 million, the liquid detergent 
maker was riding the erest of a sab 
curve that skyrocketed to 25 million 
in half a decade. 

In the beginning 

Barowsky started his company ii 
1933 as a maker of industrial liqult 
detergents. As late as 1953, sale 
were only $183,000, none at tli 
retail level. No big company 
then producing heavy-duty liquic 
detergents. 

It was in 1954 that Barowsky de 
tided to try spot tv. He felt that i 
be concentrated his limited fll 
funds in bargain-priced tv spot® ir 
a single market at a time, he eouk 
make as big a splash as the ms||c 
soap companies were doing at the 
national level. His strategy was 60 
1) purchase daytime and late eve 
ning spot tv only, 2) purchase .slj 
the stations in a market, 3) pur 
chase at least 30 spots a week m 
each station for a full year. No othe 
media or any merchandising maffli 
rial, such as markdowns, coupia*' 
or samples were used. 

Barowsky demonstrated spot tr 
ability to force distribution by firs 
creating consumer demand- l 
195S Lestoil was the largest siugl 
produet advertiser on tv. 

Always Barowsky entered onl 
one marketing territory at a tuW 
digesting it completely before heat 
ing on to the next. 

Sales zoomed from $500,000 ■ 
1955 to $1,650,000 in '56. $7,220,00 
in '57. to $20 million in '58, on t 
$24.5 million in 1959. 

Lestoifs spot tv budget was ah 
galloping, from $40,000 in "54. J 
$130,000 in *55, to $565,000 in 1 
and $4 .35 million in '57. 
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Lestoil was iliippitm oil (lie mar 
Lis ol various specialized cleaners 
for Honrs, walls, antos, tile, Vene- 
tian hlincls, en. unci, c lothes etc. and 
pirating a new market. (Todav 
about 7.") to StK < of all American 
households use an all purpose liquid 
c leaner. ) 

Ef\lrr the ii Hints 

The success ol I .estoil stirred the 
three giant "soapt is" to test-mar- 
ket competing products in I95S. 
Then I .estoil tripled its spending to 
$12.31 million ( gross time) in '5S 
and $17.6 million for spot tv in "59 
— about four times as much as Aja\. 
now no. I in the nation, spends lor 
advertising on t\ . (\mi:: Because 
of heav\ purchases. I .estoil received 
substantial time discounts. The 1959 
net figure has been estimated at 
ahont $10.5 million. ) 

IWG, Lexer Bros., and Colgate 1 
designed their strategy more or less 
nil the idea that 1 -estoil was estab- 
lished in the Mast, so why not attack 
from the West. ( lurch had done 
some test-marketing in the Mast, 
however. ) 

Tlie\ all came out at once in 
California. ( 'ol gate's original cntrv 
Ccnic, u as first into San Francisco, 
lofte month ahead of I laudy And) 
.did two months ahead ol Mr. Clean. 
In Los Angeles Genie was one 
month ahead of Mr. Clean and ar- 
rived on the same day as Hand) 
And) . Tv \ iewers w ere Hooded w ith 
all purpose cleaner advertising. The 
idea of using Lest oil's hea\ \ spot t\ 
formula was adopted by all in vari- 
ous decrees. 

The coninsion w as ureal. Colgate 
claimed that Cinie had taken the 
leading position only fi\ e months 
liter its introduction in West Coast 
'market. It very soon dropped to 
last. 

When t he smoke cleared, the 
diare ol market ( at the end of 5S ) 
was Lesloil 7S.(T<; I land) And) 
l.f ; Te\i/e ( in the South), 5.2' < ; 
Mr. Clean 3.9"< , C.enie, 3.5V. Indus- 
T) sources sa\ that P&C spent SI 5 
iiillion on the introduction of Mr. 
' "lean. By the end of '59 Mr. Clean 
•v.tv out in the lead with a 1 I . V < 
hare of market. 

Genie did ha\ e trademark dil - 
unities, but it is gcnci all) admitted 
lv.it the product was a failure be- 
••rc the legal problems became a 
actor. ( Jay S. Conley, a w est coast 



Tv's big four in ARC'S 



i 








AJAX ALL PURPOSE CLEANER 

< <»l (. \ I / I' M M(i| l\ I 

iltlmttfh ( i<i\ mi* Inst ill lurnr i-nlni-i In In- 
llltriulllt ril It M first l( /leu i/ < wilts In \illr\. 
(.lirrrlills Itnrhftl lis * / nullum in mh rrttsing, 
firmlnrt luilds J') 1 , slinrr nf marl,'!. ( mifi m i t 
l"\tp \ n ••ll-i'\tnlilt\liril \lr . ( /( (in /»»/. mth nun- 
imintli \ . Hrti miii \ fur mu i rss urr ^rnrntlls 
iitlriliiilnl m ilu' slrimn rt'fiiitntuin nl t /<; » 
t Irim srr n ml in nil nrnlilr li i nnifim^n tin- u luir 
tiirmulii, ifii iu s \iirinun. ( ruin A K luiinul. 
% <••( ) urL 



MR. CLEAN 

I'lUK l I II & ( . \M||| | 

Mr. ('.him. Inn knl lit j.'ki/i/ "ymifu-r' /W <«. 
nils Linn of nil fiurpnsr i Imiiwt innrLrl fur tun 
srnrs I I'U'i.'liI/ liiforr ijin /„„/, ,„ rr. I'rmliu I 
inns lir jmliiig ht'rmnr nf m rr-iisril uinipr. 
hut I'&'ft is nt ill i rr\ in urti in ll\r fifthl. Ii it ns 
first nf iht' hiu four In tr\ jilnstn linttli s. 
( nut putts is ii'sl-iniirkinu n nru iif-nt 
nininiinitili'il iilJ-iinriiiisr t innier in 
flrtmtl I \ it /I itls. iut'iii \ ; Tiitlmnt l mril. ( hi nm u 



LESTOIL 

Ll s I on. I'koihc Is, I\( 

I nm fit rtl lis riiiiriigruii* Jmnli Hiirnu sl.s in 

l.i'stnil nils- in fir si stun /,, /,;/, ( . In, hi, \ ,, t 
until I'l.'i I trlii'ii li u tis nsnl ,/i,/ //,,. product 
ditch fir i'. Its Untitling markets uilh spot li sulrs 
jinn/nil liti.titi'.'', in mils fur s tors, till iriisine 
rxfiintlilnri's nlui siuirnl In in rr > 12 nullum . 
(.inn puns cimlil in it i inn p n f u hli I'XC. l.< i rr 
mill Cnl unit', linn i'i i'r. I i slnil mm Imlils nmk 
llnril filnt r a ith If, slinrr. 
f c«;i(-v : r itllcr X Smith .V /.'..<». \, u ) „rk 



HANDY ANDY 

I a \ n( Hik n ll^ us 

I Imiils Amis tins nlnns » ttntu- uetl. tun nn cr 
sfii'i ti.i iiliirls . \nii firothn t tins nliniit In 
slinrr ii) nturki'l. i rmn fi-ui inn firntlui I tit tin 
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paint company, claimed that Col- 
gate's Genie was a steal of Conley's 
Jeenie. ) 

Colgate dropped Genie in 1959 
and did not come out with Ajax 
A PC for two vears. 



Lestoil begins to ivane 



In the meantime, Lestoil sales lev- 
eled oil due to the pressure from 
Handy Andy and Mr, Clean which 
were both nationally distributed by 
the end of '59. It was the next year 
that Ilogan took over Lestoil. 

Hogan made changes. The com- 
pany was given a new name. It went 
public. One million dollars was 
spent in buying new equipment and 
new personnel were brought in. 
New managers slashed ad expendi- 
tures at the very time new Lestoil 
products were being introduced. 
Ilogan flatly refuses to comment on 
reports that he imposed a 25%-of- 



sales ceiling on advertising, but fi- 
nancial sources say that only $G mil- 
lion or less was spent for advertising 
in 1961, with Lestoil Sparkle Scent 
and Instant Spray Starch fresh on 
the market and the all-purpose 
cleaner fighting hard against Handy 
Andy and Mr. Clean. 

When Lestoil made its attempt 
to go national last year television 
was again the chief advertising ve- 
hicle. This time, however, the strat- 
egy was drastically different — em- 
phasis was now on network tv. 
Commercials were bought on Dr, 
Kildare and Adventures in Paradise. 
Lestoil invaded all 22 Western 
states at once. Barovvsky's rule of 
invading markets one at a time was 
out. 

In 1961, Lestoil sales dropped to 
$20 million due to heavy competi- 
tion entering its markets. It still 
earned over $1.1 million, however. 
In 1962, after spreading its de- 



Gross time billings 



Brand 


Spot tv 1962 


Spot tv 1961 


Ajax APC 


$1,880,440 


$ 30,950 


Handy Andy 


1,526,990 


953,980 


Lestoil 


739,100 


2,825,070 


Mr. Clean 


2,515,260 


3,711,830 


Texize 


784,020 


702,640 


Brand 


Network tv 1962 


Network tv 1961 


Ajax APC 


$1,305,015 


$ 155,560 


Handy Andy 


1,280,953 


1,438,150 


Lestoil 


1,265,129 




Mr. Clean 


1,867,123 


2,342,161 


Texize 


75,183 






Spot tv 


Network tv 


Brand 


1st 6 mo. '63 


1st 8 mo. '63 



Ajax APC 
Handy Andy 
Lestoil 



Mr. Clean 



$ 727,940 
693,590 
307,530 
1,241,130 
763,430 



Texize 

Solik i:s: Spot— -T\ ll-Rorahauiih— - Network— TyB/LNA-BAR 



$1,350,900 
473,400 
477,900 

43,700 



creased ad budget over the national 
market, sales dropped to $16 mijU 
lion and the company ended up m 
the red* % 

The success of Ajax APC over all 
the big established brands is attri- 
butable not only to problems of 
competitors hut to advantages of its 
own: 1) the name Ajax is well- 
known throughout the country due 
to the success of the cleanser, 2) 
little test-marketing was necessary 
due to the lessons learned fro 
Genie and established eompetitr 
products, 3) the company could al 
ford to jump into national distribu 
tion with heavy tv schedules, m 
it managed to bit upon an extreme" 
memorable/ and effective advertis- 
ing idea — the white tornado. 

The white tornado campaign 
tv has eertainly been a rocket boo; 
ef for Ajax. The campaign is, so si 
eessful people have called the prod- 
uct White Tornado instead of Ajax 

When the confusion, became 
vious ( perhaps some shoppers didil i 
buy anything because they eoiddf/t 
find White Tornado) the legal 4§h 
partment at Colgate took imireedi 
ate steps to trademark the nam 
Under the trademark laws Colg«r 
must actually sell a product labek 
White Tornado to protect the rear 
Thus, a limited number of all-ptre 
pose liquid cleaner bottles by tli 
name of White Tom-ado; actually m 
on the shelves in various market 

The white tornado idea was teste! 
in Philadelphia. Within thf®« 
months Ajax was the leader in 
market. Naturally it was chosere to 
support the national launching. 

The fantasy element in the w'hrei 
tornado theme is mysteriously com 
mon among soap products,. Mioiyi 
Colgate's and P&G's heavily tv 
vertised brands rely on its (Sals 
Mr. Clean, Dash, Joy, Cheer, Aji 
APC, Ajax Cleanser, Action )., Gfc 
agency executive suggests tl 
cleaning is an unpleasant job, ffi 
the fantasy helps bring the subji 
into a more pleasant and imagin* 
tive world. They also earn 1 
attention and better reception. 

Major success story of the fajitp 
soap industry is the white toriffttli 
"Regardless of Our current strew 
with Ajax," says Colgate^ EehilM 
"there's always a great deal of p& 
sure. You caret afford to stitld m 
in this business." 
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ffi WBBM-TV to the people of Chicago: a gala television premiere of a recent Hollywood blockbuster, celebrating the 
ith anniversary (on November 29) of Chicago's favorite late evening entertainment, The Late Show. Since opening 
ht ten yea rs ago, The Late_S_how has been a showcase for the finest feature films in Chicago television. And the 
,t is yet to come. "From Here to Eternity," "On the Waterfront," "The Eddy Duchin Story," "Dark at the Top of the Stairs," 
Palace," "The FBI Story"and dozens more firstrun-on-television hits assure long life and prosperity for movies on 
2. - * For The Late Show fans - audiences and advertisers alike the future promises many happy returns 1 



Birthday Present 





CBS OWNED WBBM TV. CHANNEL 2.CHICAGO ■ REPRESENTED BY CBS T ELEVtSION STATIONS NATIONAL SALES 




Leonard II. Lavin 



Seymour Banks 



Rising tv rates attacked 
by Alberto-Culver's Lavin 

Leo Burnett's Seymour Bankscallsfor automationof 
spot availability information at TvB annual meeting 



Chicago — Strong criticism of tele- 
vision rate increases, and a call 
for better research and spot avail- 
ability information were voiced 
here last week to television broad- 
casters attending the annual meet- 
ing of the Television Bureau of 
Advertising. 

Alberto-Culver president Leon- 
ard H. Lavin, while noting his com- 
pany's growth and its debt to tele- 
vision, said rising rates are slowing 
down advertisers. "We advertisers 
have just so much money to spend 
on advertising and no more. We 
obtain this money from sales. We 
obtain the sales from advertising 
. . . More advertising, more sales. 
But if you force us to cut down on 
advertising, yon affect our sales. 
Next time around, we have less 
money to spend on advertising . . . 

"1 presume station owners and 
managers arc 1 searching for the 
golden mean. That is, how much 
money can you charge the adver- 
tiser before you drive him cra/v. 
1 suggest you're coining pretty close 
to that point with a lot of your cus- 
tomers right now. To be frank with 
you, gentlemen, I think you're get- 
ting greedy. And I don't think this 
is smart. 1 don't think it's smart for 
you, and 1 don't think it's smart for 
the conntrv." 



Leo Burnett's vice president, 
Seymour Banks, said tv spots arc 
the most fragile and delicate of all 
commodities people buy and sell. 
"They exist only for specified frag- 
ments of time." Banks urged an 
automation of availability informa- 
tion, saying, "the instantaneous of- 
fering of inventories of spots 
throughout the country to those 
agencies able to maintain such a 
console system would he advanta- 
geous to the sellers because it 
would give them a chance to sell 
out their entire spot inventory 
constantly." 

What about station representa- 
tives? Banks asked. "Does this mean 
we are doing away with individual 
station representatives or station 
representative firms? Decidedly not. 

"I think you'll see station repre- 
sentatives expand their services 
even more by being able to spend 
more time with buyers handling in- 
terpretation of rate cards, counsel- 
ling the buyer on plans, and servic- 
ing the orders." 

Banks also said "'spot television is 
one generation behind other major 
media in concerning itself with the 
marketing significance of its audi- 
ence. Tv has been so busy produc- 
ing rating points that attention 
seem* to have been taken awav 



from the fact that advertisers ar 
interested in markets. 

"I'm not calling for an overnight 
revolution in, research technology. 
All I'm asking for is the adoption; 
by the industry of the principle of 
measuring its audience both i% 
terms of households and individuals 
as well as in terms of demographic 
breakdowns. . . . What I'm calling 
for is a shift in emphasis and dl 
dollars rather than asking for a 
greatly enlarged budget." 

Lavin also told TvB members 
that rates for spot announcements 
have been increasing steadily. "0iv 
the other hand, rate protection 
period has dwindled from sjsx 
months to three months in most 
cases, only two months in others!, 
with a few stations granting as little 
as 30 days," 

The Alberto - Culver prcsicl 
cited rate increases this fall of 
in better time periods in Atlanta 
and Detroit; of 15% in Dallas aM 
San Francisco; of 15 to 23% ii 
New Orleans and Philadelphia, anjd 
of 20 to 25% in Buffalo, Cleveland. 
Columbus, Hartford, Indianapdfl 
and other cities. 

At the TvB session, the hureMi 
also unveiled its new presentlltfeSi 
"Heart Beat," which was shown TO 
some 1,000 advcrtiser-ageiMryl 
guests, and bureau members (.«• 
spoxsoh, 18 November). Elected 
new TvB chairman for a one-ytar 
term was C. George Henderson m 
WSOC-TV, Charlotte, N. C, sue 
cceding Gordon Gray of WKTfJ 
Utica> N. Y. Jack Tipton of MM 
TY was reelected secretary, whil 
Frank Ileadley of H-R was named | 
treasurer, succeeding HeiTdcrsdU. 

New bureau board meiirhew 
elected were: George A. Kodhld 
of WF1L-TV, Philadelphia; How- 
ard Staluaker, WOW-TV, Omaha, 
H. P. Lasker, Croslev Broadcasting 
William R. Brazzil, WTVJ, 
and Joseph P, Dougherty, WPRS 
TV, Providence. They succeed m 
the board Richard A. Borel, WBSS 
TV, Columbus. Ohio; Don L. few ' 
new Corinthian Broadcasting; Ctef T 
IL' MeCollough, WGAL-TV. Urn 
caster; John T. Murphy. CrOsfc: 
Broadcasting. Gray will serve m, 
additional year as former chairman 
succeeding A. Louis Read M 
WD5U-TV, New Orleans, wlv 
served in the cx-offieio capacity tin 
past year. 
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Are you still using... 



it 



Bristol-Myers inadvertently launched Kid Products, I nc. a s tv rival 



I'iririti' mis. \ Knrtite ('.until 
Master is dcntomlrnliiiii lo a 
scran in/ not ice the art of cracking 
n huaril in I in I j n ilii the cil^e of the 
hand. The karate hopeful tries to 
duplicate the e,raiul master's feat, 
lint the ijoiittLi kid succeeds onhj in 
vetting a suifthj-Mrclliiin hand for 
his efforts. 

Sate the scene snitches to the 
linker room. 

Kin: "Are ijoii still tisuiiz that old- 



fashioned hair tonic?" 

( in \\n \l \si i it: "\\ lint an i/on 

talking about, ijoiiioj, hopefnl J 

Kid: "\\ lit/ don't t/on In) '( Ireastf 
Kid Slnfjr ' 

A l \m mi v oh tin' Bristol \l\ < i s 
Vit.ilis t\ i oiiiiih k i;ils. this iom- 
iiicic'i;i! storyline is for real; it s one 
o\ tin «•(• trh'vision spots scln'diilt'il 
to hit <\ vr\ ni.ijor market in thr 
I'nitcd St.itfs in t*;n I \ DitoiiIht. 



ts id St»ll i< aimrtl ,it u rn mtirkrl, anil trail's. ,,tt tirw /•> 
r <'/»•/ iiekin.it i tirrrnl Itie-time ml rmtipmsm of I italt*. 
\lr$. Donna Ring, trifr nf C.hiniso allnrni'% u ho hrljiml laittu h 
/ft* neir fumlwt. is tin r\rrutii e of I Intel ins firm, mitt 
has hulfwd plnn ml ramp<iien in It ratlin 



1 1 s also p.irl i il .1 Isro.ich.is! hijil 
Urt in c\< ( ss ol SJIKI.IKXI to lir sprnt 
h\ kid Stull I'lodiu ts. Iim ( lui .1 
l»o, .i < onip.in\ u hi( h li.is p.n c< I 
"c .n inii lor kids into ,i ( unit icll.i 
success stor \ . 

H.idio. u I tit It h.is .i sliuht edije 
o\ t-r telex ision in Kid Stuff's time 
lin\ inu pi. ins. u.is actually the nu 
ti.d hiiiiu hiii'4 p. itl for " ( ii eas\ Kid 
Stnir." 

It .ill Ik'U.iii in JuK. \ { H)2 u hen 
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two college kids, Larry Frohman, 
22, and Bill Cole, 21, of Miami 
Beach, saw the Vitalis locker-room 
commercial featuring the line: "Are 
you still using etc. etc.?" 

Their reaction was: (1) not all 
kids can, or even want to be ath- 
letes, and, (2) wliv knock greasy 
kid stuff? 



The two boys decided to fight 
back against the Vitalis commer- 
cial in particular, and what they 
considered to be big-time adver- 
tising in general. 

Investing $50 each, they put to- 
gether water, mcthylecllulose and 
China buddha incense, mixed it 
with an eggbeater in a big tin can, 



and filled, capped and labelled, 
bottles of "Greasy Kid Stuff." 

Radio station WFUM in Miami 
Beach agreed to announce the boys' 
offer of a free "bottle of Greasy Kid 
Stuff to the first 250 kids to writ© 
in. The station was inundated with 
mail. 

Loaded with letters, young pro> 



Source: Radio Tv Reports, Inc. 





The J'italis use of the term "greasy kid stuff" is helping sales of new Greasy Kid Stuff product, even though comparison is invidio%$ 



Prepare for reality 
when you use fiction 

THE tv sponsor today whose commercials compare 
his product invidiously with a fictitious product had 
better be prepared to see the imaginary product be- 
come reality. No matter bow inferior the competition 
is made to look, there are always some businessmen 
who feel that a lot of free bad publicity is a great deal 
better than a small splash of good publicity. Many 
advertisers in the hosiery, detergent, food, and hair- 
grooming business, to name a few, have discovered 
this, often to their horror. 

The Bristol-Myers problem with "Greasy" Kid Stuff, 
for example, started out as a joke, and B-M executives 
didn't appear to take the product seriously. How 
could two young kids making concoctions at home 
worry Bristol-Myers? Vitalis, a leader in its field, was 
well-established and backed by $10 million in adver- 
tising. 

Now that the "childish" project is making good, 
B-M is still not worried. A B-M source told SPONSOR: 
"We're not at all unhappy about this. All the publicity 
accorded the 'Greasy' Kid Stuff product has mentioned 
that the phrase originated in Vitalis advertising and 
has gotten our brand additional publicity." 

The "greasy kid stuff" line is still good and sums 
up the company's promotional strategy, according to 
the spokesman. "It has been successful since its intro- 
duction in 19G0 and we have no plans to drop it." 

The phrase "is generic," says a B-M attorney, "and 
we vigorously oppose any attempts to trademark it." 
The attorney stated that the words had "always been 
thought of as generic" and there was never any 
thought of trying to trademark it for B-M. 

If the term is generic anybody, including Bristol- 
Myers, can come out with a Greasy Kid Stuff product. 



To trademark the name, however, B-M would havje 
had to sell a product called Greasy Kid Stuff, which 
would have made B-M look pretty silly, a lawyer froth 
a competing company suggests. 

The same lawyer indicated there might be two ways 
for B-M to lick the pending trademark: 1) by claiming 
"unjust enrichment" or 2) by complaining that what 
they were able to do lawfully before — slam the prod- 
uct — they might not be able to do lawfully if Greasy 
Kid Stuff becomes trademarked. 

Products born on the coattails of other products pre 
not new, however. Stan Freberg's radio campaigns ftff 
Salada which featured a tea enthusiast arguing with a 
spokesman for a fictitious "Krindehnan's Coffee" gave 
birth to an actual Krindelman's Coffee. (In this ease 
Salada was quick to come out with the product them' 
selves. The ad slogan selected: "Krindehnan's coffee I 
my cup of tea.") 

There are several products called "Brand X" — fn 
hosiery, liquor, and cigarettes. They are obviously 
based on the name of that favorite advertising whip- 
ping boy. 

3M Scotch Brand Magic Tape came out with the 
advertising slogan "frosty on the roll, invisible oil the 
job." Sure enough, another tape Outfit, Tuck Tap®., 
came out with a similar scotch tape called "Frosty." 
3M has changed the slogan but may still have last 
some sales. 

Colgate-Palmolive, in a similar trouble spot, found 
that the Ajax commercials prompted many people to 
ask for "White Tornado* in supermarkets when White 
Tornado was only intended to identify Ajax in adw- 
tising. As soon as C-P became aware of this practice, 
it trade-marked the name and put a product called 
"White Tornado All-Purpose Cleaner" on the market- 
"Anyone who comes out with a White Tornado elttan- 
ing product regrets it," said a Colgate lawyer last week. 
(See page 23 for more on Ajax APC) 0 
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AFFIDAVIT 



Good arithmetic. Good business, too. The three 
stations of Ga.-Tenn. Network put you in touch with 
just under a million homes in America's tenth largest 
television market. And it's as simple as dealing with 
only one station. It's the efficient way to buy a market 



unduplicated ABC homes cohered * 

that buys over $6'/j billion" worth of consumer goods 
each and every year. Try it now and see for yourself. 
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inciters Frohman and Cole ap- 
proached a Miami department store 
and secured retail distribution for 
their new product. About this time, 
a cosmetics convention was held in 
Miami Beach at which the boys 
exhibited Creasy Kid Stuff. A visit- 
ing Chicagoan met them and told 
his attorney brother-in-law in Chi- 
cago, Leonard Ring, their story. 

Ring flew Frohman and Cole to 
Chicago, and told them he thought 
they had a good idea. From a mar- 
keting viewpoint, there was at the 
time no line of hair dressing speci- 
fically designed for young boys. 

A group of Chicago investors was 
lined up. The result was the forma- 
tion of Kid Products, Inc. with 
Larry Frohman as president and 
Bill Cole as vice-president. Leo- 
nard Rings one-year-old son was 
elected chairman of the board and 
bis wife, Donna, agreed to be re- 
tained as acting executive manager 
(when she wasn't changing the 
chairman's diapers ) . 

The first thing the foundling 
company did was ask a chemist to 
develop a top-quality formula for 
young, growing hair. This he did, 
but in the process he took the 
grease out of Creasy Kid Stuff. 
The semantic problem caused by a 
ureaseless " 'Creasv' Kid Stuff was 
solved by putting quotes around 
the word, greasy, in product title. 

Went national in December 

In December, 1962, Kid Stuff 
Products, Inc. decided to go na- 
tional. Without advertising, the 
fledgling firm was soon able to set 
up a nationwide sales force and 
secure retail distribution in even' 
major drug, chain and department 
store in the country. Not only that, 
repent orders started to flow in. 

In March, 1963, initial test com- 
mercials were broadcast over Chi- 
cago's WLS on teen-age disk jockey 
Dick Biondi's show. The results 
w ere generally favorable. 

Meanwhile, Donna Ring experi- 
mented with other types of more 
personal promotion. 

In April, Kid Stulf Products en- 
tered a float in a parade honoring 
Quiney, 111., as the All-American 
city. On the float rode high school 
beauty queens, student council offi- 
cers, athletic shirs and Kid Stufl 
president Larry Frohman. Besides 
announcing that *' 'Creasy' Kid 
Stufl" congratulates Quincy on be- 



ing All-American city," the float 
carried on its side the slogan: 'Tin 
still using that . . . 'Creasy' Kid 
Stuff." After the parade, not a bottle 
of the greaseless stuff was left in 
Quincy. 

Back in Chicago, in May, 
" 'Greasy' Kid Stuff took part in a 
"Clean- Up Day in Chicago " parade 
and won first prize for the best 
float in a Polish Constitution Day 
parade. Volume in the Windy City 
increased, and maintained itself. 

Also during May, the firm set up 
a manufacturing plant in Toronto 
for distribution in Canada and 
the Commonwealth countries. 

Sales doubled in Detroit 

During 1963's summer months, 
Kid Stuff Products added more 
teen-age programs to its radio spot 
campaign, including The Bill Bal- 
ance SIwiv, KFBW, Los Angeles; 
Scott Muni Show, WABC, New 
York, and Lee Allen Show, WXYZ, 
Detroit. In Detroit, commercials re- 
sulted in doubling sales volume. 
Monthly accounts began ordering 
weekly. Donna Ring flew up to die 
Motor City to find out why. 

Store level interviews revealed 
nothing to which the sales spurt 
could be attributed but did inspire 
a two-day, old fashioned hoote- 
nanny which " 'Greasy' Kid Stuff" 
sponsored, in cooperation with the 
Chamber of Commerce, in a mall at 
Northland Shopping Center on the 
outskirts of Detroit. 

The hootenanny featured com- 
munity talent, including a song and 
dance review, gymnastics, a dog act 
and local "twist" bands. It also es- 
tablished the fact that young people 
identified with Kid Stuff Products. 
For example, two teen-agers came 
up to the stage during the hoote- 
nanny to meet Larry Frohman, the 
22-year-old president, and ask for 
bis autograph. 

"We're having a great time," they 
said. "Can't remember any com- 
pany ever doing this before, just 
so we'd buy their product. 

Maybe they never cared e- 
nough," Larry answered. 

According to Donna Ring, that's 
what makes Kid Stufl Products dif- 
ferent: it cares. She related this to 
the highly successful Detroit radio 
spots, which simply and sincerely 
told the story of how and why two 
kids in Miami Beach started 
" "Greasy' Kid Stufl ". to come up 



with a basic "kids-to-kids" adver- 
tising and marketing approach. 

Sired in satire, " 'Greasy' Kid 
Stuff" also profits from a sense of 
humor. On th*e back of its new plas- 
tic bottle, for example, are list™ 
these directions for use: 

► Shake well before using. Clasp 
bottle tightly in both hands mi 
jump up and down vigorously. 

► Use tremendons amounts daily 
Tliis will greatly facilitate our re- 
order schedule. 

► Apply to hair. 

An in-store display card promyb 
gates this advice: Keep out of reach 
of adults. 

This light touch is carried 
through in television commercials 
In addition to the Karate take-off o 
'Vitalis,' which is a 30-second spot 
calculated for teen-age and youn||- 
adult chuckles during early even- 
ing tv hours, there is also a 10-sef- 
ond commercial designed to iiff 
press parents with product quail* 
during the 2:00-12:00 p.m. time 
period. This spot has nine little 
boys and a small goat running am 
camera while an announcer intoner 
solemnly that "nine out of 19 'kids 
prefer 'Greasy' Kid Stuff." 

Separate spots for Canada 

A third commercial, minute-long 
is a documentary-type recitation d 
the nationwide growth of Kid StuS 
Products. It is designed to build ' 
bridge of identification between Xhj 
firm's founders and the young audi- 
ences viewing television from 
to 6:00 p.m. This direct "kids-to, 
kids" approach is also used for ffl 
dio commercials. In addition, sepa 
rate radio and television spots haw 
been prepared for Canadian audi 
ences. 

Kids' reactions to "The compel 
that cares" have already led to tin 
introduction of several other ne\< 
products and packages. These ta 
elude a before-and-aftcr shave lo 
tion; a shampoo; hair dressing ii 
sty lish tubes for the young adnl 
market; and institutional bottle! & 
the barbershop trade. All then 
items will be on the market hefw 
Christinas. In addition, as of Sep 
tember. Kid Stuff Products" dfiftei 
hiition became worldwide* iuehKl 
ing PX sales at U.S. military ba3f> 

A large part o£ the credit for ES 
Stufl' Products' success, of coitE* 
must go to the Bristol-Myers 'Vital 
is' commercial out of vvhie' 
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Chirking oivr radio script fur CI I /»/>/. I \ commercials in If \UC nrr ( l-r I /.«•#• J aiulen- 
1 1 mulct, U iUC account rxreutitr ; ). t. Tittle; Mitchell J, hrnusn of K <'«/mi?<T 



Tittle on college grid scene 
carrying ball for ins. firm 



" '( 'ronsy ' kid S4 nil mew 

"Bristol- My ers li.is in elicit al- 
lowed us the use of their $IO-uiil- 
lion .i(K ertisiuvj budnot." Doim.i 
Wing admits. "They could have 
ruined us il tlie\ li.id dropped their 
Yit.ilis' eomiiiei t i.il. Instead, w lien 
they lie.ird w e w ere coining out 
with 'Creasy' Kid StnlF, they in- 
creased their budget ami s.iid they 
would run the .id 'indefinitely. " 

Par I ron i resell tin il the use of its 
,ul\ ei tisin<4 to prontote ;i competing 
product. Bristol-Myers claims that 
the "ureasy kid stuff publicity ex- 
plosion, including that resulting 
from the lorination of Kid Stull 
Products, lias zoomed "Yitalis" from 
vi distant second to first place in the 
•men's hair grooming field. 

Doiuia Ring likes to tell a story 
which aptly illustrates the profit- 
able interdependence between Bris- 
tol-Myers and Kid Stuff Products. 

On friendly speaking terms with 
Bristol - Myers management, she 
called up one day to announce that 
Kid Stuff Products had just ob- 
tained exclusive legal rights to the 
use of the term, "greasy kjd stuff," 
and was now planning to sue Bris- 
tol-Myers because it was using the 
term in Yitalis commercials. 

"You're kidding!" was the stunned 
B-M response. 
She admitted she was. ^ 



Metrecal goes cola 




Head Johnson X Co. ( Metrecnl products.} 
has licensed Colt Mottling Co. of ,Vti' 
kpglarid to make and sell Vein Cola, loir- 
calorie, carbonated hei erage. "\ o agency 
hw heen minted for the brand, hut ap- 
pointment is expected to go to one oj 
those nou sen ing Cott — Heidi S: Freeile 
«* John C. Doud. With Metri-Cohi already 
"* ^eir England. Cott expects to quickly 
franchise bottlers around the countr\ 



Y. A. Tittle, incomparable quarter- 
back for the NFL eastern divi- 
siondeading X. Y. Football Giants, 
is also appearing in college games 
this season. But there's no hanky- 
p.mkv about it; he's delivering com- 
mercials for The GUARDIAN' Life 
Insurance Company OF AMERICA 
in YVABC Radio (N.Y. ) coverage 
of Notre Dame games. 

Tittle, in the insurance business 
for about ten \ ears on the West 
Coast, has been a GUARDIAN 
agent since I960. When the com- 
pany, which is primarily a print- 
oriented advertiser, decided to try 
radio commercials to recruit agents, 
it scouted around and found Tittle's 
name on its books. Realizing the 
manic of Tittle in the N.Y. area . 
ClARDI \N quickly signed him to 
a commercials contract. 

The campaign, which began 2S 
September, will end Thanksgi\ ing 
Da\ - with the \otre Dame-Sy raense 
game at Yankee Stadium. Prepared 
by J. M. Kesslinger & \ssoeiates, 
Newark and New York, the cam- 
paign has Tittle in\ iting potential 
GUARDIAN .ments to contact the 
company . 

The insurance company has ouc- 
quarter sponsorship of Notre Dame 
names, involving about three and 
one-half minutes of commercial 
time. John A. Buckley. Jr.. its adver- 



tising-p.r. director, noted that there 
are some 20 offices for GUARDIAN 
in the New York metropolitan 
area, with more agents t here than 
in am other part of the country, 
and said N.Y. w as picked because 
it is near the home office. He 
stressed that the campaign on 
WABC Radio "is a test more than 
am thinu else." 

First lintr in A. Y. If 

Buckley said although GUARD- 
IAN has sponsored newscasts in 
other areas, this is its first venture 
into the New York market Also, 
other radio campaigns were pri- 
marily when new offices were open- 
ed lie pointed out that he thought 
commercials are "very valuable in 
terms of exposure." but added that 
in recruiting "they can cost more 
money than they are worth." 

On the other hand, he noted, 
the major probh in of insurance 
companies is in recruiting and 
salesmen turnover. Stressing that in 
the \Y\BC campaign it's not how 
many it brines in, hut who, he said 
results won't be known for some 
six months after the dri\ e ends. 
"But w hen you come down to it, 
said Buckley, "if wo g< t one good 
man it's worth the whole promo- 
tion, in terms of what be can do 
over his period of services." 
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Toy makers play around 
with tv budget totals 



Toymakers over the past few 
years, have developed the habit 
of impressing their distribution out- 
lets with reports of high tv expendi- 
tures. Last week, they claimed their 
combined 1963 tv budgets total 
$55.3 million — $3.7 million higher 
than their 1962 expenditures. 

A survey conducted by the Toy 
Manufacturers of the U.S.A. show- 
ed a total industry 1963 spot tv bud- 
get of $31.2 million, compared to 
its 1962 claim of $35.3 million; and 
a network budget of $24.1 million, 
against 1962\s $16.2 million. 

A. C. Gilbert, Jr., president of 
the TMUSA, and chairman of the 
A. C. Gilbert Co., explained the tre- 
mendous network tv increase this 
year was due to the "overcrowded" 
spot tv situation. A laek of loeal 
availabilities eauscd some toymak- 
ers to switch to network. Others, 
he said, have dropped out of tv. 

To baek up his statement, Gil- 
bert cited the survey's report of 
a 44% increase in print expenditures 
in 1963, against a 7% increase in tv. 
Many toymakers have discovered, 
Gilbert said, that "tv is not the 
solution to all marketing problems. 
If the toy is not good, you're wast- 
ing your time putting it on tv." 

The TMUSA figures, garnered 
from questionnaires returned anon- 
ymously by 97 manufacturers and 
projected for 1500 firms, are much 
higher than comparable figures pre- 
pared and released each year by 
TvB. Against the toymakers' boast 
of $16.2 million in tv network in 
1962 (which probably includes pro- 



gram costs), TvB reports gross time 
billings at $9.3 million. The industry 
spot tv figure for 1962, $35.3 mil- 
lion, must be compared to TvB's 
gross $12.3 million. 

While TvB figures have been 
subject to criticism from the toy 
industry, which often stated they 
were far too low, the 1963 spot 
tv figure from the manufacturers is 
certain to raise eyebrows in the tv 
industry. 

Special analyses prepared by TvB 
several years ago for Mattel, re- 
garded as the toy industry's biggest 
advertiser, showed a relatively small 
dollar difference as a result of dis- 
tributor expenditures and stations 
missed in TvB's accounting, both of 
which were ineluded in Mattel's 
figures. But even if local distributor 
money is ineluded, in addition to 
spot program eosts, it is highly 
questionable that the total spot ex- 
penditures could be as great as the 
toymakers claim. 

In the early years of tv use by 
toymakers, their estimates raised 
considerable doubt in the broadcast 
industry. At the annual Toy Fair, 
sales pitehes to retailers were often 
predicated on tv advertising. 

At last week's meeting, Gilbert 
underlined that point: 

"The illusion was that if you had 
tv, the toy would move. The time 
was when a buyer came to your 
showroom, he'd ask not about your 
advertising budget, but about your 
tv budget. If you didn't have tv, he 
wouldn't even look at your line. 
Thank God that has changed eom- 



Advcrtising expenditures estimated by Toy Manufacturers of the U.S.A. 
for 19G3 in media oilier than tv, include a projection of $6.1 million in 
consumer magazines (against 1962's reported $2.7 million); $3.4 mil- 
lion in toy trade publications (against last year's $2.1 million); and $4.4 
million in cooperative newspaper buys (against 1962's $3.9 million). 

Radio expenditures, according to the TMUSA study, decreased this 
year to $39,000, all in spot, compared to the 1902 totai of $126,000, all 
but $2,000 of which was in network. 

The survey lists a total advertising budget for the industry in 1963 of 
$102.2 million, compared with the' 1962 figure of $S5.4 million. The 
media included arc tv, radio, newspapers, point-of-purchase, toy trade 
magazines, gtnertl consumer iiia.ua/incs, direct mail, catalogues, price 
lists, sales promotion, publicity, shows and exhibits, bouse organs, 
samples, 'allowances', in-stoic demonstration*, and sales contests. 



pletely this year." 

Has it really changed? A com- 
parison of TvB and TMUSA lists; 
would seem to indicate the TMUSA 
figures may still be inflated. TMUSA 
spokesmen were unable to explain 
the differences except to say the 7% 
of sales toymakers claim they spent 
on advertising last year would prob= 
ably compare favorably with the 
ratio of advertising to sales of other 
consumer goods industries. No m- 
dividual toy eompany figures were 
reported, however. 

At last week's meeting, Gil 
commented on the advertising 
breakdowns by TMUSA: 

"It would be sheerest coincidence 
if any figures in our survey results 
were 100% accurate. However, the 
other side of that coin is that there 
is a good probability that most c| 
the figures are quite aeeurate." 

When toymakers first started buy- 
ing tv, Gilbert admitted, they "re- 
cognized neither the full sales-get* 
ting potential of television, nor the 
full extent of their public responsi- 
bilities. However, the tele\ r ision 
commercials employed this year 
may well represent a elassie ex- 
ample of an industry's response to. 
public opinion. When the Televi- 
sion Code Review Board of tlrfe| 
NAB established guidelines for toy 
commercials in 1961, they were 
immediately endorsed by TMUSA," 

NEWSMAKERS 

Seymour Lusterman to Lawr- 
ence C. Gumbinncr as vice presi- 
dent and director of research. He 
was vice president of the Pepsi- 
Cola Co., and market research di- 
rector. 

Kari. R. Jensen to corporate pub- 
lic relations manager of C-E-I-R 
Inc. He was publicity manager for 
Burroughs Corp. His associates are 
James X. McGroiia.v and Robert 
T. Fcrmoylc, former public rela- 
tions men for electronic computer 
manufacturers. 

Fred R. Hayilaxo, Jr. to vite 
president for marketing and cor- 
porate planning at Jos. SehLftSs.] 
Brewing Co. Robert B. Trainer to 
v.p. plant operations; Robert m 
Bir.ns to v.p. industrial relations 
and John A. Archer to v.p. admin- 
istration. 



34 



SPONSOR/25 non-ember 1963 




One iintisiirf i:-. ser\ it'c lo voutli. 

• Service to young people . . . like Richard Weingart . . . shown here with the coveted Frank At wood 
Trophy . . . awarded him at the Eastern States Exposition. 

• The t rophy was named by New England 4-H leaders . . . to honor WTIC'S Farm Program 
Director . . . also seen in the photograph. 

• Richard won the trophy for his prize heifer*. . . grand-daughter of a calf he purchased . . . with 
an interest-free WTIC Farm Youth Program loan. 

• Since 1948 . . . WTIC has made 833 such interest-free loans . . . totaling $130,980.18 ... to 650 
young people . . . in Connecticut and western Massachusetts . . . resulting in many fine herds . . . 
which otherwise would not exist today. Incidentally, our losses dealing with this fine group of 
young Americans, have been almost non-existent. 

We believe this to Ix? another measure of a broadcasting station . . . undreamed of in a rating 
service's philosophy. 

WTIc(f)AM/FM 

Broadcast House. 3 Constitution IM.i/.i H.srtlord. (\>nn«vtu-ut 0»»1 I ."> 

WTIC AM-FM is represented by the Henry I. Christal Company. 

*Crtt'nri(ig«' King's Anita 
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During an interview with 
CBS News Far Eastern 
Correspondent Peter 
Kalischer, Mme. Nhu first 
used her widely-publicized 
term "barbecues" in 
referring to the burning 
of Buddhist priests. 
The interview was 
broadcast on August I. 

STRONG 
WORDS 



CBS News was the only 
news organization in 
broadcasting to provide 
continuous "live" 
coverage of the afternoon 
proceedings of the 
March on Washington 
on August 28 and to carry 
"live" the "I Have A 
Dream" speech by the 
Rev. Martin Luther King. 
In addition to the three 
consecutive hours of 
afternoon coverage 
a special hour-long news 
summary of the event 
was broadcast during 
prime evening time 
the same night. 

STRONG 
FEELINGS*!* 



On September 2 in an 
exclusive interview with 
Walter Cronkite, 
President Kennedy first 
stated publicly that the 
anti-Communist war 
in South Vietnam could 
not be won unless the 
Vietnamese government 
became more responsive 
to the will of the people. 

STRONG 
POSITION 



Learning that a French 
magazine editor had 
taken clandestine films 
inside Red China showing 
the prevailing conditions 
under which th.e people 
lived and worked, CBS 
News' Hong Kong 
Correspondent Bernard 
Kalb notified New York 
headquarters where 
arrangements were made 
to broadcast the film 
On September II. 

STRONG- 
HI 




STRONG 
ARM 

For a total of 9 hours and 
42 minutes of which more 
than 6 hours represented 
"live" coverage, the 
CBS Television Network 
carried the Valachi 
hearings which started 
on September 27 before 
the Senate Investigations 
Subcommittee in 
Washington. It was the 
only network to provide 
such extended and 
complete coverage. 



STRONG 
HOPES 

CBS News Moscow 
Correspondent Stuart 
Novins obtained a rare 
and exclusive interview 
in Budapest with 
Janos Kadar, in which the 
Hungarian satellite ruler 
expressed eagerness 
that full diplomatic 
relations would be 
resumed between 
Hungary and the United 
States. The interview was 
broadcast on October 4. 



STRONG 
GIRL 

As hurricane Flora ravaged 
the Haiti mainland, 
causing destruction and 
death to more than 
4000 people, CBS News 
Correspondent Bernard 
Eismann flew into the 
jungles of central Haiti 
to film and report 
the event. It was broadcast 
that same night 
(October 6) on the 
SUNDAY NIGHT NEWS, 



STRONG 
ADVICE 

On October 10 CBS News 
Correspondent Walter 
Cronkite interviewed 
former President 
Dwight D. Eisenhower 
at his farm in Gettysburg. 
On this occasion 
President Eisenhower 
stated publicly for the 
first time that he was 
in favor of withdrawing 
the bulk of United States 
troops from Europe. 



On September Ij in 
special half-hourin 
with Walter Cronkfl 
the public received 
first rounded poffl 
portrait of Senator 
Barry Goldwater si 
he became a front- 
ier the Presidential 
nomination. 

STRONG 
POSSIBII 



STRONG 
FAITH 

In a transatlantic 
TOWN MEETINB 
OF THE WORLD 
broadcast via tb'e* 
communications. 
Telstar II, Protest 
Catholic clergy® 
London, Rome, ar 
Princeton, 
met in a face-tow 
discussion of the 
working for Chris 
unity. ThebroSEje 
was carried "IT*" 
the CBS Televisic 
Network at8:39»« 
on October 15 ape 
repeated on Cap© 
nighttime audiefic 
following day jM 



mbor 18 

leader Jnmos 
•no out In 
I Gov. Nelson 
ir s Prosidontial 
■ In an 

intorview with 
evey. CBS 
« mess, labor and 
e . correspondent, 
fcfvievv was 
4».t on tho 
fclNING NEWS 
| ",E WALLACE. 



F)NG 



On September 13 
CBS REPORTS 
prosontod 

a documentary roport 
on tho conflict between 
Loander Porez. political 
boss of Plaquommes 
Parish in Louisiana, 
and tho Roman Catholic 
Church ovor the issues 
of parochial school 
integration 

STRONG 

feeling: 




t interview 
ko telev sion since 
f broke out 
Mtgena and 
I. President 
ken Bella in 

> Id CBS News 
ndent Paul Niven 

kocrps would 
\'o fight unt I the 

s pu led back 
Itart ng posu ons 

> ew was 
i en 

I r4Af ION 
er 27. 



STRONG 
MEDICINE 

At 10 30 pm EST 
Sunday n ghi November 3. 
a CBS News Extra 
presented the first films 
of the insurrection a hich 
overturned the South 
Vietnam government the 
previous Friday night. 
Correspondent Peter 
Kalischer and cameraman 
Juergen Neumann moved 
into the palace with the 
troops as they occupied 
it under fire. The 
broadcast was accla med 
by the <Ve.v York World 
Telegram & Sun as ' TV 
journalism at its best." 



STRONG 
TEAM 

The real strength of a news 
organization is its ability 
to uncover and illuminate the 
events and forces that 
shape our lives. As shown here, 
it may be a struggle for 
power or a statement of 
policy; an act of man or of 
nature. The point is to know 
where to look for it and 
be there when it happens, to 
ask the key question that 
will yield the news-making 
answer. This takes a lot 
of doing. More to the point it 
takes a world-wide organization 
of correspondents, 
cameramen, producers and 
editors who have established 
over the years an unequaled 
reputation for accuracy, 
enterprise and msight-for being 
at the right place at the right 
time with the right information. 
When all is said and done, this 
is what produces "TV journalism 
at its best This is 
clearly the strong point of 

® CBS NEWS 



AGENCIES 



How to make presentations 

BPA survey of agencies provides do's and don't's for effective sell 



Sax Francisco — What type of sta- 
tion presentation makes a hit 
on Madison Avenue? A special 
survey providing the answers of 20 
leading New York advertising 
agencies to this question was re- 
ported last week here to the Broad- 
casters' Promotion Association 8th 
annual seminar. 

From (he answers given, the 
media directors didn't duck the 



question'. They charged stations 
with too much puffing, downgrad- 
ing the competition, misuse of sta- 
tistics, lack of qualitative data, and 
a host of other shortcomings. They 
also urged stations to be brief, 
simple, informal, informative, and 
clear (see separate box). 

From the Western end, Rod Mac- 
Donald, vice president of Guild, 
Bascom & Bonfigli had these points 



to make, in discussing the material. 
Presentations, he said, should say 
something worthwhile, should meet, 
a specifie objective, stick to the sub- 
ject, provide a leave-behind of fife 
size, and should be tailored to the 
target audience. 

PGW vice president Lon King 
added these observations: presenta- 
tions should decide who the target 
is, he planned for the right time of 



Agency likes, dislikes, and 
suggestions for station presentations 



QUESTION ONE 

From past experience, what are the things you 
DISLIKE most about station presentations? 

ANSWERS 

1. Over-lengthy presentation. 

2. Failure to make a basie point or 
points, i.e., the market's importanee and 
the station's relation to and involvement 
in a market. 

.3. Downgrading the competition, espe- 
cially in a 2 or 3-station market. 

4. Nothing to say. 

5. The information is not summed up 
in a concise, brief manner. 

(i. Too much puffing. 
7. Overemphasis on local market data. 
S. Lack of demographic profile mate- 
rial. 

9. Failure to relate to other local 
media, both broadcast and non-broadeast. 

10. The misuse of statistics: (a) incor- 
rect application and interpretation (b) 
selection of specific market and audience 
data without supplying complete details. 

11. Presentations which are not de- 
signed to solve ageney/advertiser prob- 
lems. 

12. Presentations which present, with 
great fanfare, those day-to-day details 
which should be known anyway, e.g., the 
latest ratings in the market. 

1.3. General lack of qualitative data. 
Overemphasis of ratings and eost-pcr- 
thousand. 

14. Downgrading competition based on 
generalities. 

15. Presentations which arc done out 
of duty rather than purpose — those de- 
signed to impress the in-town station 



manager rather than the agency/adver- 
tiser buyers. 

10. Lack of market data concerning 
chains, distribution, residential patterns, 
etc. 

17. The majority of all station presen- 
tations' are too long. 

18. Several recent presentations to our 
agency actually "talk down" to a real 
knowledgeable audience. 

19. They don't say anything; they're 
too concerned with form and technique. 

20. Unsupported and unsupportable 
claims. They insult the audience's savvy. 

21. Showy, huge, cocktail parties are 
cheap. I have no respect for stations who 
use this technique. 

22. Long, long presentations that are 
made up of statistics and based upon the 
idea that media people are interested in 
numbers. Only a genius could recall the 
details. 

23. Never downgrade the Competition 
in a presentation. 

24. Get too involved with charts and 
numbers and tell nothing about the sta- 
tion and its programing. 

QUESTION TWO 

What are the most successful forms of presen- 
tation? 



ANSWERS 

1. Short, succinct presentations with 
some elements to help yon remember. 
Something not stereotyped. 

2. Probably flip charts. Slides projected 
in a dark room too often are literally a 
yawn. Willi lights on and verbal presen- 



tation by the station manager, 
more opportunity for questions and, til • 
play. 

3. Brevity. Fifteen to twenty murutgij 
the most. 

4. Well-produced sound film win 
presents simply the "flavor" of the -J 
tion programing (local personalities ,i 
action, community service, a picture f J 
the city, etc.). 

5. Those which are simple, clear i 
factual, and whose points are illu&t 
via examples — preferably with ■ 
clear, factual graphics. The, simple, 
tual flip chart is still the dearest and 
the 'most successful' form of presenfalj 
It's my view that presentations with e i 
orate window-dressing almost iirvfllM' 
denote lack of content. I can't tbliiS 
any better format than that used by fl 
famous Negro preacher who, said his p 
cess was because: "First I tell 'era 

1's gonna tell 'em, den 1 tells d U 
tells 'em what I told 'em." 

G. Easel-back or film strip with a. if* 
tion-and-answer period following, 

7. At the office, not at cocktail or TuA 
eon parties. 

S. Preferably individual rather f Iran ^ 
fore large groups. 

9. Small intimate groups. 

10. Some degree of infOrmalitys. 

1 1. Simple visuals. 

12. Something new to say. 

13. Keep them short, 

14. Have the information suntiiiellp 
Make it brief and concise. 

15. Coverage of market growth ad 
area growth information. By (I J S' M 
(with fewer charts, bars, etc.) 



QUESTION THREE 

What necessary ingredients should: eiv-eiy «■ 
entation contain? 
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iscnl .111(1 I IK Ttll.lIM I |S<M 1 t(l tile 

J h4Ci h-> • 

Moderatine tin* |).nii'l for the 
U' \ was Corinthian's ailveitisint; 
J urd promotion director, Dean 
, aii<4» r, who conducted tin* sin v ev 
itijoni*, tlic aueneies. 
\ Leiidinu support to the eoniinents 
I f j t\ .1 ueneies was another present. i- 
Mwil l)\ Kenneth A. Mills ol The 
K';H/. Ailcnev . Mills theme was de 
' voted to hou promotion dep.n t- 
I incuts e.in ci "operate to provide 
I -ii vers with more meaningful in- 
tcirination on their stations. kev to 
stdlinu radio now and for the fu- 
ture is the qualitative approach, 
/ \J ills said. 

Edward IVtrv session at the 13 1 1 \ 



was split IWo w.ns. Inst pait iea 
tilled San I'r.nii isrti and Los \n 
theirs sales iiuit.i^i'i s descrihinu 
•a a\ s in which tlu-v use station pro 
1 1 1 < > 1 1 « 1 1 1 material, while in the set 
(iiid hall, l'etrv proniotion mana 
Uers talked about "( )nr station's 
most successful promotion of Lift!.*' 

( Mher coniments about pi oi not ion 
at the niectinu iiichided . 

Most station promotion is not 
tjood, at emrdhiu to J Y.R. Sullivan 
\\ \ l'.W , \cw York, general mana- 
i»ir. 

Promotion man.iUers shonlil have 
competence in mechanics, a visual 
sense, taste, he oi uaui/etl, and have 
a sense of economics, Charles 
Tower. ( lorintlii.m vice president 
said. 



( *< nnpl. nuts ol promotion mm ii 
with station managers 1 1 it IikIi Ink 
ol Imiii i auv»e pi, inline:. I. nth in ad 
\ i i t i si i ni, ( .cnr ( •« ■* 1 1 ol K i \\ I V 
' lev eland said 

New olfu ers of HP\ ,ue (.lark 
(.rant of \\ ( )( )l) Radio i\ I \ . ( a nid 
Rapids presuli nt snt t < t« hn-4 Dm 
I! Bell. is ol W DOk ( I. v< I ind 
( ale\ \ iim 1st I) H WIH I'll tsl nil uh 
first \ ice |iirsid( nt ( asi \ ( < ihhm.i 
\\ I"\ \ Radio and 'I \ Dallas set 

ontl V in pl'esldi nt Reelected dl 
i i t tors were: (.i-orm R<kIiii.iii 
k( •( V San I'laiK isro. 'loin 
Dab v. CI'I'I. London Out Jo, 
( auist.uithio. k'l VI Oakland and 
Fro Sherman. k'( )l A T\'. Lincoln 
Neb. New direttoi is \l iki Straw n, 
k('\l() kansas ( atv . ■*# 



iiWIRS 

What tlilfcrcnliatcs presenter's sta- 
ll from its competition. 

What special \ allies tines v (inr sta- 

W'liaf new and special information 
ra ou offer. 

1 low ean >onr station most efficicntlv 
Wou>ght at present. 

filnfenil facts about vonr market. 
The station's standing, not onlv rat- 
Ah but its management policies and 
*l h;i1 acceptance. 

' | believe a presentatinn lias as its 
Smw.6 file same things as a first grade 
pAcri to tench and rmivov useful in- 
ff ration. Therefore, necessary ingrcdi- 
*» 4i»,uld he: simplicitv : a statement of 
PI»*c; a meaningful presentation di- 
&«l tow aril that purpose in terms of 
fll .njfiicies' ami advertisers" sclf-intcr- 
e That is to say, how does it help them 
«* their product more cITectiv civ. 

. It should have market data concern - 
*■ chains, distribution, and residential 
p Ynis. 

. simple and direct coverage of the 
* ion programing, show ing its local pcr- 
v alilies in action, its interest in coni- 
rmitv service, something interesting 
••tit the station itself. 

A,. \ message. 

I. Something beneficial for the re- 
fer. 

1-. Tile presentation should be pre- 
t ed with a ilefinite point of view, 
1 W than a ranibliiiE one. 

3. If a specific pitch toward an ac- 
Ont, thf.li prepared with some fore- 
1'iJvlplige of the account problems ami 
'B*eflk solution in your market. 

14, Vbvays concise and to the point. 

15, Clarity. 

16, Market expansion ontl area evpan- 
n. 

t". Tell about vnnr market's new hnsi- 
*SWrtl new indnstrv. 



IS. We always want to know about 
slat ion tle\ clopmruts. Alw a> s let us know 
if there is a clianue of alFiliation. 

I!). I .(mm' detailed and complete infor- 
inatioii behind von at the aeency for file 
purposes. 

QUESTION FOUR 

Who, in your opinion, should give the presen- 
tation to the Agency? Why? 

ANSWERS 

t. It doesn't matter, but the station rep 
should be present. 

2. The station manager or the sales 
manager, tie knows most about the .sta- 
tion and the ath ertising business. 

3. \t least the "toppers" — the General 
Manager or Sales Manager. Not just a 
Promotion Manager. 

t. The Sales Manager. 

3. The station representative. Reason: 
he is more famili.tr with the agency anil 
advertiser problems and therefore can 
better interpret and translate the station 
values as beneficial tools in solving their 
problems. 

(>. The presentation should he made b> 
the representative covering the ageno 
since he is the spokesman on a dav -to-ilav 
basis for the station. Station Managers 
cm he available for immediate informa- 
tion, hut the presentation should be left 
to the salesman. 

7. It doesn't matter. 

S. The station staff members accompan- 
ied b> the rep: (I) to prov ide answers that 
onlv local experience and knowledge can 
supplv , (2) to give the rep the background 
in the event tpiestions require follow-up, 
(1!) to pick tip In "feel" the kind of mate- 
rial which will improve future presenta- 
tions. 



QUESTION FIVE 

Is there a "best time" of day or a "best 
month" of year for a station presentation to 
an Agency? 

ANSWERS 

1. 't he best time of da> is the first thing 
in the morning; the best time of the v car 
— w ell. an> time during the 'fifth season.' 

2. In niv experience the "best" time is 
am time other than when an actual cam- 
paign is being sought. This permits the 
presentations to be absorbed in a less 
hectic atmosphere anil permits the sta- 
tions' salient points to be made in depth. 
During actual huving this is almost im- 
possible to do. 

X No. 

•t. Perhaps Spring and Summer before 
the Kali huving starts. 

"5. No "best" time. \n\ time when some- 
thing of changing importance can be 
talked about or discussed. 

(>. \o "best" time. Small hint hem: pres- 
entations appear most snt cessf ul 

7. Never first thing in the morning. V 
presentation never should he .it a time 
when ageno people have other things 
on their mind. Just before lunch and (list 
before (losing time also are bad. I think 
10:00-1 l.m VM or 2:.10-S:00 I'M are 
ideal times. 

S. tf von are going to have a small 
formal Inm heon presentation, be sure to 
schedule it for two or three d.iv s so that 
the Vgeiu v h.is an opportimitv to choose 
1 1 io most ideal dav on which to hear the 
station's storv . 

f). tn the evening, live o'< 1<h k or five- 
thirl v . Or noon — It -'it! or 11:1."). but no 
liineh. The best months proh.ihlv are 
summer mouths. 

tO. No best time or bcsl month. When- 
ever there's a fresh storv to tell 

II. Time of dav — mornings, preferable 
before 11:011 \.M I inn- of ve.ir- — Dei em- 
ber through Man h 
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K & E girds for battle 
against non-code buys 

May forego fringe members; asks others to join 




Dietz 



Encouraged by favorable industry 
reaction, Kenyan 6c Eekhardt isn't 
going to let the fire go out ol its 
idea to boycott 
non-code radio 
and tv stations. 

It heaped on 
more fuel last 
week with the 
n e w s that 
g r o 11 n d - 
work had been 
laid with the 
FCC" for agen- 
cies to act "in 
association" on the matter; and the 
implication that unless the NAB 
tightens control on its own mem- 
bers, K&E might be forced to dis- 
criminate even more strictly in its 
spot buying decisions. 

Steve Diet/, executive vice presi- 
dent at K&E and sparker of the 
original boycott proposal, told an 
NAB southwest regional meeting 
that it's K&E's intent to "create a 
movement — a trend. Without your 
active participation it will be a still- 
born delivery." 

K&E, which spends about $40 
million a year in broadcast, startled 
the industry last month with its 
proposal that, wherever practical 
and that, approved by the client, it 
will confine its tv and radio spot 
purchases to stations which sub- 
scribe to the NAB Code or an 
equivalent code, formal or infor- 
mal. 

Investigations which K&E has 
been conducting into code ad- 
herence "have turned up a number 
of accusations and then evidence 
thai certain NAB members contin- 
uity abuse code standards," Dietz 
informed the group. 

"I urge you now — in view of 
the K&E policy and the growing 
desire* throughout our industry for 
self-regulation in broadcasting — 1 
urge yon to re-evaluate your me- 
thods and procedures for exert- 
ing controls with your member sta- 
tions. If they are inadequate, then 
correct them. And look over your 
membership. If there are abuses, 
have them corrected or terminate 



the violating station's membership. 

"K&E doesn't want to be forced 
into decisions on code adherence, 
or lack of it, by individual stations. ' 
lie said. 

Admitting the anti-trust limita- 
tions of agencies taking business 
action in association, Diet/, reveal- 
ed his agency is investigating "the 
possibility of obtaining a ruling by 
the Attorney Ceneral that would 
give agencies the right, acting in 
association, to assist the broadcast 
industry in its efforts at self-regula- 
tion. To this end, K&E has made 
contact with the FCC and our first 
discussion of the subject was some- 
what encouraging." 

Individual agency action is es- 
sential to the survival of self-regula- 
tion, Dietz stressed. He urged every 
responsible agency "to take a long 
and serious look at the K&E policy 
and then to take action on their 
own," and offered K&E assistance 
to any agency with a sincere inter- 
est in the policy. 

Impending government action on 
over-commercialization was avow- 
edly a major motivation for the 
K&E revolt. But it is very much "an 
expression of our alarm at the state 
of relations between the broadcast 
industry on one hand and agencies 
and advertisers on the other," said 
Dietz. This same problem was 
probed by K&E president David 
Stewart before a recent IBTS meet- 
ing where he offered a six-point 
program for improving relations (IS 
November, page 37). 

"There seems to be a wall build- 
ing between us," Dietz continued. 
"A wall of distrust. And across this 
wall, the shouts of accusation are 
becoming more and more frequent 
— each of us blaming the other for 
problems we mutually created." 

He chastized the broadcasters for 
"barbs and brickbats from your side 
of the wall. I can tell you that my 
tired blood does push-ups every 
time I hear or read about another 
tv executive decrying the heavy 
hands of the advertiser and agency 
in shaping (he course of broadcast 
programing." 




PRUDENTIAL SPOKESMAN 

Will Rogers, Jr.. has been signed by Pn 
dential Insurance for a series of six con 
mercials employing an "Americana them 
Rogers was asked to do the spots beeaui 
of his identificntion with the America 
tradition. Prudential sponsors CBS TV 
"Twentieth Century, , ' via Reach. McCliuM 



Stern urges measuring 
media's communication 

"We are trying to measure sort! 
form of advertising coinmunicaMS 
by a method that just isn't gap 
enough in 1963. This contrivarje 
is called media exposure, and pract 
tically all media audience numb#r 
begin and end with it." 

But media's sole role is not 
provide audience, warns Edvva: 
M. Stern, media v.p. of Foote, Cos 
& Belding. Chicago. He told tli- 
St. Louis chapter of the AM A tin 
"some media can provide a eertaii 
atmosphere or climate, and ! 
together with their physical prop 
ci ties (color, size; motion, or sound, \ 
can considerably enhance the op 
portnn.it y to communicate." 

"We are stuck with a great masj 
of media statistics that relate (a 
best ) only to superficial medi 
vehicle exposure." he continued 
"and really tell us nothing about til* 
ability of the medium to help com 
mnnicate what we wish to say." 

Stein suggested these yardsliek: 
he applied beyond media exposure 
advertising exposure, advertisilti 
perception, advertising eoinfrinnrca 
tion, improved awareness and mort' 
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lavurablc attitude to product, id- 
LfcAiscd sales, increased sales .it ii 
profit. 

FCcSB is now coiidurthiii .1 stmK 
1 in 20 major niaikcts I or one ol its 
ijclu'iits which will attciii|)t to assrss 
■lire ellec tiv rness ol dilh'reut media 
in tilt* transmission ol ad messages, 
lySt'eni said. "Spccilicallv , \\r w ill bo 
Iftwtinu tin 1 \ aim' ol tins adv ei User s 
Htv eoiiiuicreiuL* against liis liiaua- 
/Ine ads. The importance and dillei - 
rme in tins research is tli.it it will he 
conducted in a iiatnr.il. real-life 
situation." 

iirrrh's ";/;/ mbrrs, slatis/irs" 

Bclei rinu to current media inea- 
Hfrynient tools. Stern bemoaned 
that "all these numbers, statistics, 
and cost data have hilled nianago- 
inent into thinking that, unlike 
copv, we in media have most ol the 
aiwwers.'' 

His accusations - were pointed 
most particularly at tv audience 

|ll»\i.surcnient. "Life magazine has 
a cpm for a four-color page of about 

j $7 based on circulation, about $3 
when figured on total household 
reach, and about $1.60 for total 
adult readers. If that isn't conl using 
enough, in many inter-media com- 
parisons these costs will be doubled 
— if we assume a liberal '50' } ad 
noting." Yet many of these same 
planners will continue to grind out 

1 '(fpin homes per commercial min- 
ute' for t\ programs, without mak- 
ing am deflating adjustment, as 
though thev really believed that 
rv crv timed set had at least one 
viewer to the commercial minute." 

jypPMry survey 

Two separate two-year studies 
conducted by FC&B — one in 
Queens Count\, N.Y., and one in 
It. Louis, re\ ealed that of even* 
HK) homes tuned to network tv pro- 
grams, about one-third had no 
Ow i sew ile viewer; about one-hall 
had no housew ife exposed to the 
commercial; and less than one-filth 
of the housewives could recall am 
commercial content 21 hours later. 

Media research activity must be 
ffifeatly accelerated in the near fu- 
ture, concluded Stern. "As media 
availabilities continue to increase 
and also urow more flexible, and 
•ulvertising dollar investments rise 
into the billions, better media plan- 
ling is increasingly needed." 

A few chinks have been chiseled 
in the Interpublic armor. 




Exodus at Interpublic 
over client conflict 

The billings loss of the 3M Com- 
pany and Nestle is minor compared 
to the ISO million addition of Krw in 
\\ asey, Hiithr.mll c\ Bv an to the 
Interpublic fold. But it does con- 
firm industry expectations that the 
agency conllatiou would spaw n in- 
supportable client conllicts of w Inch 
these may be just the first 

Minnesota Mining Manulac tin - 
intz is moving over $2 million from 
KWBB to MacMauus. John c\ 
Adams, ellective I Januarv . Se\ en 
di\ isions involved are Duplicating 
Products, Microfilm Products, Print- 
ing Products, Paper Products. Be- 
lleetive Products, He\ ore- W ollensak 
and Medical Products. Two other 
divisions. Mutual Broadcasting Sys- 
tem and Di-Noe Chemical Arts, are 
also bring pulled out of the recent- 
ly-merged agency but havent vet 
been reassigned. 

Conllict centered on lUn ere-W ol- 
lensak ( photo products L the large- 
cst advertiser of the group, and Bell 
6c I lowell, handled In MeCaun- 
Krickson. 

Kffeetivo w ith the I Jannar\ 
move, 3M billings at MJcNA will be 
$4 million (The second largest ac- 
count group in 3M is handled In 
BBDO ) James Walker e\ecuti\ e 
v p. ol LW BB and manager of its 
St. P ml office w ill join MJ<N\ as 
senior v. p. 

Nestle decided to move its S2 




million Deed instant c oiler account 
out of MeCann-Lric ksi >n to War- 
wick c\ Logler. This w as attributed 
to a desire to retm n to a former 
policy of ba\ inn Deed and Nesr.de 
at separate agencies. Nescafe and 
other Nestle products are stav inu 
at MeC.uin-Lriekson 

These two shifts follow closeK on 
the less .spectacular billings heels of 
Bolls-Bov ce which a lew weeks .mo 
h it KWBB for C. J. LaBoche. Thai 
nunc w as considered In main to 
rolled a conllict w ith McC.uin- 
Lrickson's Buiek account. 



NEWS NOTES 



\ B-PT names pr counsel: \inerican 
Broadcasting - Paramount Theatres 
w ants to inform the public ol its 
in w concepts and objectives m the 
"overall coinpanv activities that go 
hev ond tv programing. Towards 
this end. the parent compaicv lias 
retained Under cN linn to conduct 
an intensiv e public relations pro- 
gram. In addition to the corporate 
campaign. Bnder cV Finn will also 
help develop the public relat ic iiv 
program of \B-1T subsidiaries, in- 
cluding \BC TV. WW, H.uho. \B( 
International Tc lev ision. \BC 
Films, and VBC-Paramount Bee - 
orcK. ( )tht r new a gene v appoint - 
ntents include Beaiimont-I iohman 
<N Durstinc of San Franc isco named 
bv Tiedm ill £c Mc Morran. vv boh 



Cereal commercial checks competitors 

The Art Directors Club of Chicago conferred an Award of Honor on this 

entry from Ralston Purina (Guild, Bascom & Bonfigli, San Francisco). It 

was one of several winners of the Club's 31st annual competition. Bob 

Gips was agency producer on "Chex Kids," Gerald Schnitzer productions 
house. 
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sale grocer, to handle advertising 
for its Sun-Blest canned fruits and 
vegetables and Sea-Blest canned 
seafoods. Account was formerly 
with Lennen cc Newell; Crocker- 
Citizen National Bank appointed 
Doremus & Co., Ltd., also San 
Francisco, effective 1 January. Ac- 
cordingly, the agency will open an 
office in Los Angeles to serve the 
bank's southern division and other 
Doremus clients in the area. Budget 
is expected to exceed $1 million. 
Royal Hawaiian Maeadamia Nut 
Co. subsidiary of Castle & Cooke, 
and Eastman Kodak Hawaiian Sales 
Division to Milici Advertsing Agen- 
cy. 

Forms new commercials house: 
Richard Adler Enterprises has 
opened doors at 40 East 49th Street, 
New York, specializing in musical 
campaigns. Adler's credits include 
"Newport Filter Cigarettes," "Kent 
with the Mieronite Filter," "York 
Imperial Size Cigarettes," "Let 
Hertz Put You in the Driver's Seat," 
and "Luckv Lager Beer." In ad- 



dition, he wrote and produced the 
Little Women and Gift of the \Iagi 
tv specials. His theatrical successes 
include Pajama Game, Damn Yan- 
kees, and Kwamina. John YV. Hull, 
Jr., formerly a commercial producer 
with Y&R and Ayer, is sales man- 
ager of the new outfit. 

More 'elbow room needed: Geyer, 
Morey, Ballard has taken an addi- 
tional 8,000 square feet of space 
on the eighth floor of its New York 
headquarters building at 555 Madi- 
son Avenue. The added area ad- 
joins the art department and will 
enable the agency to bring the 
New York creative staff together on 
one floor, including art, copy, and 
radio-tv. 

Baxter hack for Standard: Arrang- 
er-composer Les Baxter has just 
finished three radio and two tv 
commercials for Standard Oil of 
California, via BBDO. For the past 
year, the Baxter-styled commercials 
have been heard on Standard-spon- 
sored programs, including the San 



Francisco Giants' baseball galiij 
and the Los Angeles Rams* footba 
games. 

* 

Gardner expands: Gardner Advi? 
tising will move its New York held 
quarters into larger quarters o 
three floors of a building now itt 
der construction at 90 Park Avenm 
Agency has signed a 15-year leasi 
The new building is expeeted to 1 
ready for occupancy on 1 April. 

Declares dividend: Chirurg t% 
Cairns, New York and Boston, d# 
clared a 12V2 cent dividend paya 
1 December to all stockholders I 
record 15 November. This was 4 
fourth consecutive quarter that 
dividend has been voted. 

New name in Chicago: Tobia 
O'Neil is now called Tobias sm 
Olendorf, reflecting that Wiflifil 
C. Olendorf, former vice presideii 
marketing, has become a membi 
of the firm as executive vice proa 
dent. The agency has expanded I 
several areas, setting up new sp 
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lali/ed mt \ ices u Inch include ;i 
firoiiiotinii-inereliaiidising div isiun. 
Inciting package rct.nlcr promo 

riiis around o n t r r t ,i i n in e n t 
I eludes, an automotive tl iv ision 
J itli emphasis on the OHM .ind 
ports c.ir markets, a packaged fund 
b i\ ision concentrating on inctlinni- 
1 i/t- fond accounts, and .1 public re- 

iffnns department. 

>Htiicy drops drug account: Ted 
'.nt the If Associates. Ltd.. has re- 

1 ifneil the \V. F. Young. Inc.. 
dwuirbine Jr. account, as of 31 

jfpreciiiber. 

felpliGes iiKpiiry handling: .\ pre- 
irintcd. multi-part form for use in 
•nulling advi rtising inquiries, 
vhich sends out literature and for- 
vanls inquiries' names to sales 
lfficcs and distributors u ith one 
k riling, lias been designed In 
vlooro Business Forms. Dubbed the 
idvcrtisiny inquiry Speed iset. the 
(Tinted form gives the inquirer 
i.unes of local outlets for the pro- 
Met or serv ice. 
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\ 1 \ 1 \ \\ \li in in 1 1 1 to iirn unit 
executive at ('..udner Advertising 
in St. Louis. H \v IYitV)\ to creati\ e 
contact executive; C11 Mtl.i s \\ 
1 1 vim*, Ju. to media planner. 
Jvmi.s J. MtxniK, Jli. to aceonut e\- 
ecntivv. Am x win 11 I'onuon/i 11 to 
media buyer. 

Fiiwk I .oris to the creative de- 
partment of Karle Lndgin in ( .'hica- 
go. I le was vv ith Boris Hamilton 
\ssoc. there. 

Ci oiua- Si.iim' to kleuv on & Kck- 
hardt in Toronto as vice president 
and general manager. I Ie was vv ith 
McConnell Lastman and Co. as 
vice president, director of client 
services. 

M \ui is 7.1 iv to X. W . Aver & 
Son in Chicago, lie w as fonnerlv 
president of I lenri. I Iur.st is. Mc- 
Donald there. 

J ami s H \ .\ki\ and Finn Hutu* 
to copy supervisors at Young & Hnh- 
i c;i m. 

Dos vi i) I**. S i i hm.oh- to office 



snp< rvisor nt the San I ram 1st » <>l- 
fiee of Fuller ft Smith ft H >ss in 
addition to his dntx s as \ u < |>r< si 
di nt and creativ e till vi tut 

\oi(M \s Fos 1 1 11 to pr< sidi ut < f 
the S.ui Diego \ssii uf \dv . rtising 
\gein les. I le siiitcr»K 1" rank Se< 
lev, piesideut of Flank Se<*|< \ \<l 
vertisuig. who resigned losdi is 
head of the Harm s ( base \i",rin v 

l ; in\k \ I'n i(( 1 to creative di- 
rector of Crant Advertising s San 
Francisco office, sm eroding H viun 
( ; ( )i.si \. 1'ieice vv.is with Crown 
'/.ellei bach (.'or p. Olsen h.ts br< 11 
appointed account e\ot nt iv e md 
c reativ e director on Ford Motor, 
which the Warvvit k Aueuc v of Mel- 
bourne handles in Australia. 

Bui CK ( w to open a new 
agency in Minneapolis. I le is a 
former account executive .oid me- 
dia director w ith Advertising Div 1 
sion of Chicago. 

Ciiviu.KN A. Si 1 vv mm to the ra- 
dio-television department of Kirt li- 
ner, I Ielton ix Collett. Day ton and 
Cincinnati. I Ie w as prev ionsly w ith 
WHFD Badio, Cohuiihiis-Wnrth- 
ington. 







WFAA-TV — 

DALLAS 




you were a 




You'd have your own 'His' and 'Her' mobile television stations . . . For HIM: a roomy, 
40-foot cruiser, equipped with two Ampex VideoTape Becorders, a complete power plant, 
six Marconi Mark IV cameras, five torn of air conditioning . . . and plenty of gas. For HER: 
a compact, 25-foot bus with three Dumont Camera chairs and other equipment adequate 
for her modest needs. They're ready to go anywhere, anytime for any kind of job • • , 
commercials, programs, or special effects, they'll mile you feel lite a 



WFAA-TV 



The Quality Station serving (he Qallas-Fori Worth Market 
Ai.BG, Channel 8. Communications Center / Broadcast services of 
The Dallas Morning News / Represented by Edward Petry & Co . Inc. 
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TV MEDIA 



Tv rides a boom in the 
expanding Mexican market 

Here's a first-hand SPONSOR report on giant strides madi 
by tv in a neighbor republic with a rising living seal J 




Mexico is a colorful, striking blend of Spanish colonial and jet-age influences. Aefonaves airline helps tap $420 million tourist ; 
44 SPONSOR '25 novkmukk 1*01 





Don I. initio izrurr wj?«l, >r.. is 7 »'/<'M pTi'%ultmt. Htnnliln ft fulfill, Jr. i « « Art <• t <•< 

<>/ organization 11 tin It Imti \r\ in it tirtn'ttrk-itrigiHtttntfi slnin>ii% anil nix unlit timtrr i»/i<* r<><</ 



\i; til flu" biguost levolutious 
south ot the Hio Ciaudr luis 
Met with oiiK modest at tt-ntn hi in 
u > U.S lint the ro\ olutionarx 
lianm-s caused b\ t lit* t-« uiiitiu, oi t\ 
4 Mexico, tin' republic with the 
ecoud-larurst population in Latin 
inn iea. ha\ c re il meaning foi 
[lain I .S. executives. For aclvertis- 
■rs. For tv iihn clistt ibutors. For 
•quipnirnt manufacturers. For I'.S, 
htation operators. 

Hero are sonic highlights : 
y In Mexico City — vv hose popula- 
tion ol .1.3 million, one of the largest 
•ities in the world — 1\ is right 
,ip there with bullfights, /»n*.voo/. 
mid nio\ ie-going as one of the tav- 
ttito leisure-time activities. Mexico 
j'tv is ail important market ( it has 
V 7 of the population of Mexico 
>ut hn\s 10' r of the durable goods, 
or instance). Latest iniorined esti- 
rnatcs of the tv home count in Mex- 
ico City put saturation at about 
33' r — somewhat better than halt 
the homes, and the upper-income 
udf at that. 

| Throughout the rest ol Mexico, 
v is grow ing steadily. There are 
■ stations outside ot Mexico Cit\ 
(\\ here there arc three). About 
6S r r of all elec trified homes in Mex- 
ico are tv-eovered now. Several im- 
portant cities have tv service from 
two network outlets and nt least 
olio independent local channel, 
fnnie eye-opening engineering feats 
ha\ e been accomplished; one Mexi- 
can station (at Paso de Cortes) has 
the highest location in the world 
1 1 4.600 feet), and an Acapulco out- 
let receives its signals with a 1S0- 
tjule, linc-of-sight air bounce. S\ s- 
fcni. standards are the same as U.S. 

I American tv advertisers who 
sell their goods and services in 
Mexico through local subsidiaries 
or distributors, and Mexican corpo- 
rations which arc important ele- 
ments of the country's grow inn 
economy are increasingly aware ol 
(foe power of tv as a marketing aid. 
Mexico is literally at the takeolf 
point of its industrial future, and 
advertising revenue is moving up- 
ward as a function of the economic 
$rov\th. Tv, however, is growing 
vrith fnstcr-than-averago speed, to- 
d«\ , tv — by the estimates of top 
Mexican broadcasters — accounts for 
"about fi(Y~e of nil advertising reve- 
nue in Mexico." with radio draw- 
ing "about 3(V~r" and print media. 



and other advertising outlets, draw- 
ing the remainder. 

► By U.S. rate-card standards, 
and by the standards of U.S. talent 
unions like AFTKA and SAC, Mexi- 
can tv is a real bargain. An hour 
of time on a Mexican tv station gen- 
era IK costs about 33'/ o ol w hat it 
would cost in a U.S. market ol com- 
parable size, l'crloi inei's in Mexico 
arc unionized (under AN DA, musi- 
cians have their own union), as are 
technicians ( under a National 
Union ot Tv), but production costs 
of shows are quite modest, and an 
hour-long dramatic show can be 
taped at about the cost, in the U.S., 
for a one-hour script alone. A quite 
elaborate musical production, with 
personalities whose names equate 
with box-office appeal in Latin 
America, could be networked for 
$23,000 or less (U.S. dollars). 

► Despite an economic boom, ed- 
ucation — and literacy — are prob- 
lems in Mexico. The Federal Co\ - 
eminent spends tw ice as niueli for 
education in its budget (2\ r r ) as 
it does for national defense ( 10' r ) . 
but keeping ahead of a high birth 
rate in the lower economic levels is 
an educational headache. Tv in 
Mexico is not held back In illiter- 
ae\ , as are print media in Mexico 
City, for example, the biuuest -cir- 
culation newspaper sells about 1 10 - 
000 eopies d.iib in a c itv of o\ cr 
fix c million people ) . Skilled and 
semi-skilled Mexican workers, how - 
e\ er. can see. hear, and enjov t\ 
e\ eu with the most modest ol edu- 
cational backgrounds. Tv also 
reaches and inlliiences middle- and 
upper-class Mexican families. 

The hi< words in Mexican tv are 
"Trlesistenia Mexicano." or just 



"Telesistenia There's nothing ipute 
like it in U.S. t\ broadcasting, and 
it can best be desc i ibed this w a\ 

Picture, if \ on will, a New \ ork 
tv oper.itiou in which W N B( '-T\ 
and W CBS-TV luxe, with FCC 
permission, decided to iuo\ e into 
the same studio plant in ordei to 
rt duee the o\ ei heads of studio 
technicians, equipment and admin 
istiativ e offices, and to redui e 
head-on program collisions o| top 
show s on the air. Then, deciding the 
arrangement works well, the t w < 
stations dec ide to invite inclepi n 
dent WN'FW -TV to join them and 
to act as a pi im.n \ rerun outlet ( for 
shows now being ted In the two 
original stations to grow ing network 
chains), and to originate some ot 
its ow ii show s Now. all three 
stations are in operation in the same 
hnildiim, generally acting as frit ncl- 
K competitors in the programing 
and sales areas, having few real 
secrets h orn each other, and being 
linked at the top through an over- 
all management group. 

The tw o top men of Telesistenia 
are widely know n in U.S. broad- 
easting circles — Don Fmilio \/c ar- 
ia ga. Sr.. the president and general 
in mager, and Hoiuulo ( )Tarrill Sr. 
the exec uti\ e \.p. Both are sun >r 
meinbers of two of Mexico's wealth- 
iest and most influential familu s 
with a w ide \ at ietv of business in- 
terests in \ arions coninit rc ial an I 
communications fields 

Other ke\ executives arc* the sous 
of these two men. laniho Jr and 
Homulo Jr.. who hold impi rtant 
posts in management and s dt s 
Fernando Die/ Barroso. who is I), n 
Fnulio's top man and the clue! film 
bu\ tug executive of Tel. sistem i 
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Fernando Diez Liarroso runs film-buying activities of Telesistema, a key' customer for VS. 
telefilm programs popular with Mexican viewers. Luis de Llano heads booming live/tape 
operation producing dramatic series, soap operas, musicals etc. for network and export 
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Giiillerjxio Camarena, who runs in- 
dependent channel 5 and is a dif,B,u 
tinguished engineer; Luis de Liang.! ., re! 
Spanish-born showman who is headljata 
of program * production for what| 
amounts to two full network sched 
ules; Hector Balcazar, who runs 
Televisoras de Provincia and is 
sort of combination of station-rela* 
tions boss for Telesistema and hei 
of a domestic syndication opera- 
tion; Gerhard Lux, European-horn 
executive who handles the syndica- 
tion of Telesistema shows to othfl 
countries. 

Most of the tv stations in Mexico 
in major cities are either owned In 
Telesistema, or are locally omn 
and affiliated with the network ori^ 
ination points in Mexico City. Net- 
working is accomplished in various 
ways; cable links, microwave re- 
lays, and delayed-hroadeast tapes 
and kinescopes. 

Television began in Mexico City] ) > 
while the U.S. freeze on new stjfej ;j 
tions was still a fact. The first of 
the three channels (channel ■ 
went on the air on 26 July 19S0, 
after only 73 days of construction, 
with a formal commercial opetli™ 
on 1 September of the same ywm 
Channel 2 followed in the eark 
spring of 1951. Channel 5 began in 
the spring of 1952. (A govern- 
ment-controlled etv channel, non- 
commercial, bowed on channel ■ 
in 1960 in Mexico city). 

Tape, film and live shores 

"We feel we should have essen- 
tial control over our programing,] 
but wc do not believe in the British I 
commercial system of 'magazine.] 
concept'," Telesistema executive 
Barroso told a sponsor editor I 
Mexico City this fall. 

"Some large ad agencies here a*ci 
prepared to produce live or tapMl 
shows, working with us. Generally, 
we produce our own dramatic' 
shows, musical shows, soap opcris] 
and sports events, We buy a lot if 
film shows, mostly from U.S. dis- 
tributors, and have followed a 'free- 
market,' no-quota policy since IBSfi, 
Every sponsor has the right to piefe' 
his own program, although we re- 
serve the right to turn down shows I 
"not in the public interest ." 

Production in the live-tape 4nap 
is a busy, varied and extensive op- 
eration, and studios at Telr vicenlxcl 
literallv hum morning, noon 




'FRIENDLY INVASION" OF THE U.S. 



Olio of Don Kinilio \/earras;a's (m\in fir projects is I lie t nrrt-nt fru-nills 
invasion of so\ itiiI major Aiiiprii-fin markets, l>\ humus of HY'< (!'(.'( 
limit ) ownership in ulif \ ideo stations whose proui amine w ill be slanted 
toward l.irue Spanish-speaking minorities. 

One show case station, K \l LX-TV in I a>\ \\\v.v\v\ thaiiiicl .'J 1 1, now 
serv es mi nii<li(*iii°i' of some I So, 000 uhf-eifiiippcd homes in a market 
w hiclt I wis a Spanish-spcakim: element numbering hut 900,000. In aildi- 
tion to local KMKX-TV show s, tapes of sports innits, musical shows, rtc. 
art" air-c\prcsscd to I.os \nucles from Mexico (,'itv 

Knottier I'. S. -based outlet siinil:irl\ \cr\ cs S.m vnlonio's '100,000 
.Spanish-speaking residents, anil station ileitis arc pending in New ^ nrk 
(900.000 Latins, mostly from Puerto Hito mid Cuba), Chicauo (400.000 
Latins, main from Puerto Kico) ami Miami |.'J.">0,000 l^itins, niostls 
Cubans). 

In tliese U..S. operations, Telesistema lias its best pnicr.-iminii foot 
forward. lW'snlts so far, accorilinq to Telesistema, are "Irruieinlons." 

Also on tile far horizon: a possible Ti'lesistenia studio to be set up in 
Madrid, Spain, to tape programs, sports cv ents, anil neus there for jet 
(or even eoininiinieations satellite) rrla* back to Mrxiio (!it\ . 



Nijght .is live shows air fed to a vvu 
rr.il recording operation — which 
■Miiitains an inventory of ov er 10,- 
Muilf-lumr tapes worth $120 a reel 
for tin' tajir alonr. 

( Victor Vei»a, Telesistema record- 
ing manager, describes his com- 
pauv 's setup as "the biggest tape 
operation in the w oriel." It inav well 
he, for it n cords the equivalent of 
150 half-hour shows each week, pins 
tapes ot boxing, socc er and spec ial 
level its. ) 

"We've gotten volume production 
hi tape clow n to an art, says pro- 
cluetion chief 1 a lis de Llauo. "We 
can knock olf five soap-opera epi- 
sodes, of a half-hour each, in two 
dav s\ recording thein in 10-niinute 
segments. There is a permanent 
stair here of 1,200 people, and we 
have 51 cameras and two dozen 
recorders. We have produced thous- 
ands of taped commercials for lead- 
ing advertisers, many from the U.S., 
and have construction shops, prop 
department and scenic facilities big 
enough to handle a major movie 
studio." 

Telefilms are an equally impor- 
tant part of Tolesistemas program- 
ing- American viewers might not 
ilwilys recognize the show titles 
from the program listings ( (win- 
smoke, for instance, carries into 
Spanish as The Law of The Revol- 
ver, and the Jetsam arc* The Super - 
simies) hut they would spot lots of 
Current favorites on the air, most 
on a network hasis. 

U.S. film shows this fall on Mexi- 
can tv include: 

Dr. Kihlnre, Perry Mason. Xaked 
City. Eleventh Hour. The Vnhnich- 
abh'K. Diek Van Dyke. C.unsmokc, 
B%(<zs liunmj. I' lint stones cm chan- 
nel 2, with such sponsors as Col- 
ftlte-Pahnolivo. Xestle. Kraft, and 
ftatx Factor. Spot-carrier film series 
include Sen Breed, Dick Powell 
Theatre. The Saint, and Hawaiian 
Eye. 

Real McCoys. Rat Master son. 
Route 66. Mr. Ed. 77 Sunset Strip, 
Combat. Ren Casey. Stcrfside Six. 
Jet sons. Dohie Cillis. Father Knows 
Rest. Hathaways. Sky Divers, Hat- 
el. Kiwi of Diamonds and Peter 
Cunn on channel 4. Sponsors in- 
clude Yardlev . Ford and Datsuu, 
w ith several late-evening film shows 
aired as spot carriers. 

ijissie. Wyatt Earn, Ixiramie. 
Robin //ocx/. Perry Mason (renins), 



L'ntoKchables (reruns), Susjueion. 
and Donna Reed on channel 5. 

Generally speak inn, dav t iuie 
show s are slanted to women and to 
young viewers, early-evening pro- 
grams are dramatic soap operas, 
mid-evening shows are procluced- 
in-Mc\icci musical, variety and dra- 
matic programs, and late-evening 
shows are U.S. telefilm favorites. 

News show s ( hut not spec ial 
events such as sports, parades, etc. ) 
are clone in a pattern unlike those of 
U.S. networks; tlun re produced at 
Telesistema hy leadinii new spapers. 
which feature their top new sinen 
and commentators. Explains Hom- 
ulo O'Farrill, Jr.: "We have* a policv 
of lu'inu open to all new spapers. 
w ith no preferential treatment. It 
works to ev eryone s heuefit. We net 
a hiiji szrade of news repurtimi and 
interpretation, and the press is 
friendly to tv. even though we are 
hoth sidwrtising media " 

V/»ir Trlrsistrtttn frimtirrs 

Fv en as it consolidates its trains, 
Telesistema is mappiim new tv 



worlds to conquer, including tv op- 
erations in the U.S. ( see box). 

Mexico Citv is very much a uate- 
wav to Central and South \meriea. 
and is hecoiniu'4 rapidh to Latin 
America tv vv hat 1 lollv wood and 
New York are to U.S. tv. It is now 
the principal c enter for the pnxlue- 
tion of taped syndicated shows for 
the Spanish market, and Telesis- 
tema programs are televised in Pan- 
ama. Puerto Hho. Ecuador. S.m Sal- 
vador. Peru, Colombia and Guate- 
mala. It is the principal cluhhinu 
center for Latin \merica in the 
telefilm field. 

Telesistema is planning to chance 
its tape iHpiipment to 7.5-inch 
speed, vv ith (if practical show s 
taped as well at 3.75- im h speed, 
to ease problems of sv ndic-at ion to 
stations vv ith limited facilities bud-j- 
ets. Tests arc* beiiiu conducted, or 
planned, in the use of M G \ I s 
"Gemini" sv stem for program pro- 
chu tion. the use of Elect ronieaiu 
European-made cameras for studio- 
shot film, and the dev elopment of ,i 
low -cost brand of color fx. ^ 



iP&N$0R 25 novfxiiur l%3 



17 



I V IVI l_ l_/ I /"A 



Producer underscores 
importance of ratings 



Regardless of how his hour spe- 
cial, The Best on Record, fared last 
night on NBC TV, executive produ- 
cer Ted Bergman n says he still 
thinks ratings are a great peg on 
which to gear programing. Berg- 
mann, also president of Charter 
Producers Corp., which packaged 
the show, said he is committed to 
make the very Best product he can 
— "best" meaning the show with the 
highest rating. 

Stressing how much ratings mean 
to him, Bergmann pointed out that 
"as a network manager (Dw Mont), 
we distributed according to what 
we thought would he top-rated; as 
an advertising exec (advertising 
v.p. for Revlon), we bought pro- 
grams according to their rating pos- 
sibilities; and now, I'm producing a 
show. It had better make the top 
ten (I've got a bet with the 
agency)." 

"Ratings are important for the 
network industry," he said, "the 
viewer, the sponsor ( Ti/nex via 
Warwick & Legler), and eventually, 
long-range even for the country. 
The product we offer is what the tv 
public has demonstrated it will 
watch. What these anti-ratings fel- 
lows fail to grasp is that actually, 
wc could push the country's econo- 
my into a downslide if we turn our 
hacks on what the man in his living 
room wants." 

Pointing out that television is the 
largest advertising medium in the 
country, Bergmann said that "if we 
put on programs that people don't 
want — because they're 'good' for 
the people or for whatever reason — 
a family in Butte switches off the 
set. If the Butte family is just one 
of the millions of those not 'buying' 
our program, the sponsor is not sell- 
ing his product; the distributor for 
the product is losing money; the 
manufacturer is out of business; and 
the economy of the nation suffers." 

lie said the effect of tv on the 
economy ol the nation is "amazing," 
and brought up these figures com- 
piled by TvB in analyzing sales and 
tv expenditures of the 500 largest 
U. S. corporations over a five-veto - 
period: those corporations which 
spent over half their advertising 
dollars in t\ increased their sales bv 



449f and their profits by oO c /c. The 
others didn't do as well because the 
entire 500 companies only had an 
average sales increase of 20% and a 
profit hike of just 1%. 

"Networks, advertisers, packagers 
. . . we've all got a powerful choice, 
with far-reaching consequences," 
said Bergmann, "and I deeply be- 
lieve we've got a country to con- 
sider in making it. What the viewer 
likes on tv can be just the beginning 
of a chain reaction that stimulates 
buying and increases U. S. pros- 
perity." 

"Producing a show is like produc- 
ing a product you'll mass-market," 
he said. "The tv product must reach 
as many people as possible in order 
to justify the expenditure. We're 
trying to produce a consumer pro- 
duct just as much as the manufac- 
turer of consumer goods." 

Special ingredients Bergmann 
put in last night's special included 
Frank Sinatra; Bing Crosby; Bob 
Newhart; Peter Nero; Lcs Brown; 
Allen Sherman; Johnny Mercer; 
Sammy Davis, Jr.; Henry Mancini; 
Vaughn \leader; Dean Martin; 
Tony Bennett; Connie Francis; 
Mahalia Jackson; Steve Lawrence; 
Eydie Gorme; Eddy Arnold; Homer 
& Jethro; and Peter, Paul & Mary. 

Axing of Jerry Lewis 
is webs' 5th failure 

The announced termination last 
week of The Jerry Lewis Show on 
ABC TV brings to five the number 
of this season's prime time network 
entries which will have completed 
their runs by year's end. 

Lewis, whose two-hour Saturday 
show will end after 13 weeks on 14 
December, is expected to be re- 
placed by Saturday Niglit at Holly- 
wood's Palace, a new variety show 
emanating from the Jerry Lewis 
Theatre (nee El Capitan). What 
will happen to the some 32 partici- 
pating advertisers in the Lewis 
show was not known at week's end, 
though a l/uinber will in all proba- 
bility continue with the new entry. 
For ABC, the Lewis cancellation is 
the second of the season, 100 Grand 
(Sunday at 10 p.m.) having been 
dropped after three shows very 



early in the season. The latter wa 
replaced by Laughs far Sale, wit 
Consolidated Cigar continuing a 
sponsor. 

Like ABC', NBC TV also has tJ 
shows to be terminated. Rem 
(Tuesday, 8:30 p.m.) ends 31 L 
comber, with Brown & Williamsoj 
slated to continue in its rep lac* 
ment, You Don't Say, a game slras, 
presently seen daytime. Harry' 
Girls (Friday, 9:30 p.m.) winds tq 
27 December, with That Was Tk 
Week That Was a possible replact 
ment. Girls sponsor Colgate-Palm© 
live has not been set for the rfiSi 
entry. 

Tlie G I y n i s Johns Shim 
(Wednesday, 8:30 p.m.) on cl 
TV ends 18 December, with an a 
yet untitled new Allen Funt shcg 
succeeding. Sponsors Ralston-Pur 
ina, Polaroid, and R. J. Reynold! 
may continue in the new show- 
Several time switches are also k 
the works. ABC TV's Price Is Right 
will switch its Wednesday 8:30 p. in 
time with Farmer's Dan gl Her, Fri- 
day at 9:30 p.m. And in a Saturdaj 
switch, Phil Silvers at 8:30 p.m. ano 
Defenders, 9 to 10 p.m. will swap. 

A number of other entries appesji 
to be in possible trouble, if rating! 
are any guide. Jimmy Dean, 77 Sun- 
set Strip, Travels of Jamie McPheff- 
ers, and Arrest and Trkd on ARC 
TV have not been perform™ 
above the 309c share level. Sim- 
ilarly, Route 66 and Rawhide on 
CBS TV, and Espionage. Lieuten- 
ant, RicJiard Boone and Temple 
Houston on NBC TV are having 
problems. 



Smoke signals out 




Chief John Itip Tree, 9.8. model for the 
Hnffnlo nickel front /lis hfmv to lower 
lip. tunes in telecast on hat:tWy-ap?rW<f4 
Sonv set during Thje Intl. Fair at I lathis, 



•18 



SPONSOR 25 NOVKM1»tR 1961 




Unbeatable Research Unbeatable Salesmen Unbeatable Sales 

Department Service 
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Unbeatable Promotion 
and Marketing 
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Unbeatable Market 
Research Service 
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Unbeatable Special 
Projects 



Try us and see. 



BLAIR TELEVISION 
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manager of the ABC TV Centra 
Division. 

Allen' D. Christiaxsex to pub" 
lie service and promotion direct® 
of KETV, Omaha. He was witr 
KVTV, Sioux City. 

John P. Fendley and John 
McExtee to the Chicago office C 
ABC TV Spot Sales as account e» 
eeutives. MeEntee was with \Y'C9 
TV, Chicago. 

Johx F. Pival to general safe 
manager of WXYZ-TV, Detroit 
fie was with ABC TV Spot Sales 
in New York. 

Kexyox Hopkins to creative di- 
rector of music for the CBS TV 
network, succeeding Lud Gluskis 
who is retiring. 

Herman Aroxsox to assistant 
director of advertising and pro- 
gram promotion at WCBS-TV, Xcw 
York. He was with the CBS TV 
Stations Division. 

Fred Fletcher to president m 
the North Carolina Assn. of Broad- 
casters. He is vice president and 
general manager of WRAL-TV- 
Radio, Raleigh. 

John J. McPartlix to execufiw 
vice president of WCIU-TV, Chi- 
cago. He comes from WBBM thefia. 




NEWS NOTES 



Sales report: Four advertisers have 
nought sponsorship in nine NBC 
TV programs during the fourth 
quarter of 1963 and the first quarter 
of 1964. Sponsors are Canada Dry 
(J. M. .\ lathes); Gillette (Maxon); 
Maybelline ( Post-Keyes-Gardner ), 
and Pillsbury (Campbell-Mithun). 
Canada Dry will advertise on Sing 
Along With Mitch; Richard Boone 
Show; Espionage; International 
Showtime; Temple Houston; Lieu- 
tenant, and NFL HigJilights. Pills- 
bury bought into International 
Showtime; Lieutenant, and Temple 
Houston. Maybelline will advertise 
on Lieutenant and Espionage, and 
Gillette on Joey Bishop, 11th Hour. 

Seven Arts for CBS Sports: Seven 
Arts Assoc. will produce a group 
of half-hour sports specials for CBS 
TV Sports. One of the programs 
will be a study of a quarterback 
through the eyes of the Baltimore 
Colts' Johnny Unitas. Subjects of 
the other programs, which will also 
center on individual athletes, have 



not yet been selected. The Seven 
Arts productions will be seen on 
CBS Sports Spectacular. 

Telefilm into production: Johnny 
North, a two-hour telefilm pro- 
duced especially for tv, has gone 
into production. Lee Marvin, Angie 
Dickinson, and John Cassavetes star 
in the color film, which will be tele- 
cast on NBC as the first of a group 
of two-hour dramas, produced 
jointly by the network and Revue. 



N EWSM AKERS 



Dale Smith to national sales 
manager at YVSB-TV, Atlanta. 
Deloney Hull to loeal sales mana- 
ger there. Smith was general sales 
manager with YVLYV-D, Dayton. 

YVillard S. Smith resigned as 
director of advertising and promo- 
tion at YVJBK-TV, Detroit. He will 
establish the Smith Advertising Co. 
there in January. 

Tom Matthews to regional 
manager of the Mid-States Broad- 
easting Co. He was with YVZZM- 
TV, Grand Rapids. 

Edward A. Montaxus to sales 
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Agency-backed institute 
studies fm radio audience 

low Chemical, Campbell-Ewald officials aid work 
>f Northwood to conduct 'total research' for clients 



i*\ mil- ns o! miles Iroin Madison 
and Michigan Avenues, on tin* 
>u t s kilts of Midland, Midi., a fonr- 
v ear-old junior college is making a 
■pang hid to solve tlic problems of 
uidiencc measurement. Ordinarily . 
lull an ellort might not make it- 
t'lf felt in the advertising world in 
nrh a short period of time. But for 
iiuinher of reasons, what is being 
Inne at Xorthwood Institute gives 
unusual promise for the I ntnre. 

Despite its \ onth, Northwood has 
unusual backing, already it has 
conducted a pilot study to establish 
I valid system of fin audience 
measurement, and is now at work 
oil another fm study in a larger 
metropolitan center, through its 
Xorthwood Research Center. 

Xorthwood itself, a junior col- 
ege, is completely business- 
oriented. Its financial support 
( more than $2.5 million in gifts) 
lias come from business, and its 
curriculum is devoted to advertis- 
ing, retailing and fin. nice. Heading 
its hoard of trustees is Dow Chem- 
ical's Everett X. Luce; vice chair- 
man is Henry C. Little. Campbell- 
Ewald bo;ird chairman. Other bus- 
inessmen, including executives from 
State Farm Insurance, J. L. Ilud- 
stfti. and Time serve as trustees. Its 
advertising advisory committee is 
headed by Worth Kramer, Good- 
will Stations president. Xo less than 
six Campbell- Fwald executives are 
it the committee, plus Curtis Pub- 
lishing. Chevrolet, and other execu- 
tives. 

The fm pilot study (see right ) 
•18 inaugurated hy Xorthwood and 
conducted in Midland working with 
Mid-State FN I Xetwork. W ith the 
HU run behind, other fm projects 
arc bring planned and conducted. 

Commenting on the research he- 
feg execiited hy the Xorthuood Hc- 
iift-h Center. John 1\ McCofl, 
president of Mid-States Broadcast- 
ing, notes: "Our association with 



the Northw ood Research Center is 
a giant step forward in brinuinu 
about a real understanding of the 
ud vantages ol Im radio to our listen- 
ers, our ad\ei Users and our pros- 
pects. The results of this totalK 
objective research by highly quali- 
fied people have already given us 
facts on which to properly base 
our own growth and to establish 
validity of audiences lor the profit- 
able Im advertising of our clients. 

Plans are under way, according 
to McCofl, to extend the use of 
these new research operations into 
other areas of their acthity. While 
present studies have been aimed at 
audience ratings, in the main, new 
research will explore addition. d 
fields. Tentative thinking on this 
score includes studies to help de- 
termine the desirability of present 
programing; the audience prefer- 
ence for certain program format 
changes; the "image" of a particular 
station in the minds of the audi- 
ence; indications from advertisers 
and prospective advertisers con- 
cerning the place of fm in their 
advertising campaigns. 

"Total research. ' as Xorthwood 
calls its method, is .significantly dif 
ferent from some present practices 
in several important aspects. First, 
the client aurees to total object i\ it\ 
in any study. This means that ab- 
solutely no deviation is made in 
gathering, interpreting, or present- 
ing the findings in order to accom- 
modate the client. Xorthwood Re- 
search Center policy is to be as 
scientifically objective as intelli- 
gence permits. 

"The client must a nice to be sat- 
isfied with only the truth about his 
audience and programing . . . even 
if it is a bitter pill to swallow. Co- 
operation between client manage- 
ment, educators, and the research 
experts at the Center is demanded 
to achieve the maximum possible 
authentieitv. It is felt that otih un- 
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FM PILOT STUDY 


M.K \M) Hit ( VTIO.N M 


< ii \it \rraih 


Til - 


t ollim me lire tile nftft 


II j lie, tilt it 1 


lloti\elli>l<h tin mug fm 


rei eii ivi : 


Age Range 


Percent 


Up to 29 


11% 


30-39 


38% 


4049 


. .. 31% 


5059 


1 5% 


60 and Up 


5% 


TOTAL 


100% 


A ollou ttift are the villi 


iilmniil let . 


els oj /in«/( nl hmisfli 


tlih »uiiiiiu 


fm rrrrii er* : 




Educational Level 


Percent 


Through 8th Grade 


4% 


1-3 Years High School 


4% 


High School Graduate 


14% 


1-3 Years College 


7% 


College Graduate 


35% 


Professional Degree 


35 o 


TOTAL 


100% 


IM (IMF (.11 Mi Vi mtIH I< -> 


/ dIIkh mil are I lie infinite mil get oj 


total jmiiih income oj 


/l oil *eh,,lil\ 


ou tline jtti ret en rr« : 




Income Range 


Percent 


$0-53.999 .. 


2.5% 


S4.000S6.999 


7.0% 


S7.000-S9.999 


40.0% 


S10.OOOS14.999 


36.0% 


SI 5.000-$ 19.999 


7.0% 


S20.000-S29.999 


5 0% 


$30,000 and Up 


2.5% 


TOTAL 


100.0% 
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tier these conditions can full faith 
be put in the results," it is said. 

Studies at the Northwood Re- 
search Center use extremely large 
samples. Interviews on each par- 
ticular time segment are continued 
until additional responses do not 
change the pattern. In this con- 
nection it is felt that the surveying 
of longer time periods with accu- 
racy is much to be preferred to 
sampling 15-minutes or even hourly 
time segments with a woefully 
small sample. 

As further cheeks of the statis- 
tical validity of its studies, normal 
error-computations are made. Stan- 
dard, and accepted, charted infor- 
mation is available to compute the 
probable error involved. In special 
instances, where more sophisticated 
mathematical procedures are re- 
quired, they are devised by edu- 
cators. 



In this regard, the Northwood 
Research Center has available for 
this purpose teachers with doctor- 
ates whose specialty is mathematics 
and statistics. "There is a point be- 
yond which statistical computations 
seem unwise. It is not infrequent 
that such computations thoroughly 
confuse the reader or user of the 
report with unnecessarily compli- 
cated statistical procedures. The 
feeling exists that a maze of equa- 
tions wins the respect of the recipi- 
ent but it is the Northwood Re- 
search Center policy not to un- 
necessarily complicate any study. 
This same philosophy applies to the 
size of the report. Every effort is 
made to condense, rather than 
lengthen, a report," Northwood re- 
ports. 

This type of marketing research 
for the fm industrv will become a 
prerequisite for the successful oper- 




Mid-States president McGoff checks fm chart with Institute's research director Harkey 



ation of any station in the futur 
believes William G. Harkey, exeeu 
tive director of the Northwood Re 
search Center. 

"All those in fm cannot forgf 
that technological research and de 
velopment work were responsible 
for the creation and development 
the industry. This same type 
scientific RAO must be applied I 
the commercial side of fm if it. I 
to attain its rightful place in tht 
field of mass communication!,' 
Harkey said. "As fm becomes more 
powerful, the problems of optimal 
communications, social response 
bility, and profitable business oper. 
ations will become staggering. The 
industry will need every scientifu 
tool at its disposal to help solve i|| 
complex' problems in a world be- 
coming increasingly sophisticate!, 

"Quite a bit has already beer 
written on the unusual concentra- 
tion of fm audiences in suburban 
areas and how this can unfavorably 
show up in some types of studies 
When published estimates of the 
total U. S. audience for the fir 
ranges from 16 million to 32 millioj 
homes, some indication of the negj 
essity for more reliable measure 
incut means is clearly indicated . . 
and the time is here, right now. It 
takes no great imagination to en- 
vision the time in the near future 
when fm will be the dominant typ£ 
of audio communication. As time 
runs out, it becomes increasingly 
important to develop an authentic 
reliable, widely-accepted fm ratrnf 
method," he said. 

Also noted has been a measure of 
comfort some spokesmen take id 
the belief that fm docs not face the 
same rating problems as AM ami 
therefore can "bide its time" on 
certain research aspects. InforjiS 
tion, coming to the attention of the 
Northwood Research Center, ia 
cates remarkable numbers of fm re 
eeivers being located in private of- 
fices and automobiles . . . not tfi 
mention untold commercial and in- 
dustrial establishments! where in%m 
used as "background" environnienfc 
These facts confront the industry 
today. The time is here — right mm 
— when means to measure thef 
"unrated" audiences could mean 
the difference between "plodding* 
or "soaring" for countless fm sta- 
tions. Northwood's executive di- 
rector emphasizes. 
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adio ad effectiveness 
f its peak: Bunker 

I Boston to pitc h II WW Hadio 
l.n kt tinu I'I.iii, president Kd 
linker told tlx- broadcast F,\eeu 
U's Club ol th.it cit\ tli.it "radio 
uiinn i ci.ils Ii.iv c reached their 
reatest lev el ever ol sheer eoin- 
liinicatious ellecti\ euess." 
Coiuniereial w i iters ha\ e been 
treed to sharpen tlieir eoiiunutuVa- 
oiis skills in recent \ ears, lie said, 
lid (lie basic economies ol die 
lediinu encouraged experiment. t- 
oir. "In radio. \ on can spend some 
ioiua on a creative idea and ii 
ecess.u \ replace it without drop- 
iu<4 a lortiine lor expensive sets, 
jph-priced camerainen and other 
jpttieudous fixed ch.nues inherent 
ii tv conunercial prod net ion." 

I'oiiitinil to a rampant "imitation" 
i tv commercials. Bunker protested 
rat "a uood t\ ecmnnercial concept 
used. Hattened out. and trampled 
'ii — until a do/en companies are 
(■presented by the same approach. 
■ 'he consumer is contused, the iden- 
ities ol the products become 
iieriied and submerged, and an- 
Jther fresh tv idea becomes victim 
>f the law ol diminishing returns," 
lie compared the "clean selling 
Kwver of radio coimnei cials, which 
oinnninicatc through humor, 
oniltl, arresting phrases, and reach 
>uh the consumers ear" to the 
busy, busy tv spot which must 
iiyage the e\e as well as the car." 



"rothingslosh popping 




Jtefr Conlic. t'ilHburph il. j. u bo introilnr- 
r*l Olilr FrotlitrteiJoM as « wig beer ram- 
merciat on Kl>f\ t < I'ittslmrtth) ten nw> 
'J?". don<. earh oj >ir H< einattl Frothing- 
'losh for holitlm promotion. Iron Cits 
km been «r//me bar under the Olile 
troth labels each \ in ember and Herein- 
suite I I Attest ilriie jenture\ a 
'•mpk park" anil bnnioroiit label*. 1 be 
iznnct is Ketcluiin. \htrl eoil ,\> Crof 

mum '_>;, \o\, miur 




PERSONALITY PORTRAIT 




CLANCY 
LAKE 



Clancy Lake, former City Editor of The 
Birmingham News and ace reporter of The 
Miami Herald is "Mr. News" to WAPI lis- 
teners. From the Alabama Senate floor or 
from a plane in the eye of a hurricane, 
from a disaster area, or the scene of crime 
. . . if the news is breaking, Clancy finds 
a way to bring WAPI listeners a direct 
on-the-spot report. Not only are WAPI lis- 
teners the best informed people in Alabama, 
but WAPI is the only station in the country 
to have its own "great Lake." 



WAPI-RADIO 

50,000 WATTS 
BIRMINGHAM, ALABAMA 

WAPI radio represented by Henry I. Christa! Company, In 
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Sindlinger Profiles Del. 



MAY THROUGH AUGUST 1 9&3 
I NTERVIEWI HG PER I 00 

BASE ALL INTERVIEWS WITH 
INDIVIDUALS 18 YEARS i OLDER 

L ISTENEO AT SOMETIME OUR I KG 

AVERAGE WEEKDAY- 
TOTAL 

HOME 

AUTO 

OTHER 

- ISTENEO MORNING: 

TOTAL 

HOME 

AUTO 

OTHER 

i. STENEO AFTERNOON- 
TOTAL 

HOME 

AUTO 

OTHER 

LISTENED EVENING: 

TOTAL 

HDME 

AUTD 

OTHER 



T^t, 

I I'HOjeCTEfJ 



I 

126.6 100 0 
I 
I 

I 75 C 
• 9 
133.1 
| 8.0 

735 | 58.0 
365 1 28.8 
319 I 25-2 
9. , 7.- 



959 : 
569 
419 I 
101 



| 1 188 



901 
533 
393 
95 



689 
3« 
299 
86 



H9 33-2 1 394 

21.0 | 19- D I 226 

199 i 15- 7 I 187 

1.5 1 3-6 | 1.3 



39V 
226 
126 
71 



I 

1.20 I 33.2 : 
2M> 1 19.0 i 
131. 1 10.6 
76 I 6.0 ; 



1 ^decree 



1 



T 



1397 100.0 I 1258 

I I 

I I 

959 , 68.6 1 
797 I 57-1 

203 I H. 5 I 

5.9 1 



82 



863 
718 
182 



827 I 59-2 I . 

712 151.0 
97 6.9 I 
<•« I 3.1. 

I I 

508 1 36. "t I 
1.29 ,30.7 I 
128 I 9-2 I 
1.1 , 2.9 I 



312 22.3 
270 1 19.3 
79 I 5-6 
21. 1.7 



71.5 
61.2 
87 
*5 



1.58 
386 
116 
36 



281 
21.3 
70 
21 



1761. 

1251 
575 
169 



II.31. 
981. 
386 
129 



852 
612 
303 
79 



675 
1.69 
196 
92 



72.1 
51.1 
23-5 
6.9 



58. 6 
1.0.2 
15.8 
5-3 



3l«. 8 
25-0 
12.1. 
3.2 



27.6 
19-2 
8.0 
3-8 



Sindlinger &: Co. today re- 
leased findings on the first of 
its 67 market-by-market re- 
ports, this one taking in 22 in- 
dividual Detroit radio sta- 
tions, including eight fm only, 
having one or more listeners 
in the sample period. The 
questioning was done over a 
four r month period, May 
through August, on weekday 
radio activity and includes de- 
mographis audience charac- 
teristics for all 2,663 individu- 



als sampled in the three 
counties of Oakland, Macomb, 
and Wayne. 

Sindlinger said its further 
market-by-market reports will 
be published when each mar- 
ket share of the total 48 states 
reaches a sample size of 2,000 
completed interviews. Among 
data gathered are sports, con- 
sumer attitudes and opinions 
on economic measurements, 
auto inventory, plus 13 demo- 
graphic characteristics. 



-AY THROUGH AUGUST 1963 
INTERVIEWING PERIOO 

E. OCCUPATION 
OF RESPONOENT 

PROF.. TECH.. 5. 

FINOREO 

HPO.. ..... .. 

CLERICAL & SALES.. . 

TOTAL WHITE COLLAR. 

CRAFTSMEN. FOREMEN 

KINDREO 

OPERATIVE 

DOMESTIC 6 SERVICE. 

LABORERS 

FARMERS/NOT OWNER* ■ 

TOTAL BLUE COLLAR.. 

UNEMPLOYEO 

STUDENTS 

HOUSEWIVES 

RETIRED 

ARMEO FORCES/ 

OFF BASE 

NOT DETERMINED 

TOTAL OTHERS 



132 
107 
1S6 



226 
124 
36 



3T 
1 



12 
698 



23.6 1 

12.9 1 

3.6 » 

• 9 1 

.6 1 

.1.8 1 

2.5 1 

3.0 » 
1 

T.e i 

.6 1 
1.0 > 



l.» 
9.3 



.4 1 
2.6 1 
3.9 1 
1 

. 1 1 

6.9 1 

3.9 1 

6.4 1 
60.6 1 
4.4 t 

I 

1.3 1 
72*6 1 



6.4 > 

12.9 1 



12.2 > 

7. a i 

3.1 > 
.3 1 
.4 1 

24.7 1 

3.2 1 

5.7 » 

29.7 1 

6. 1 > 

.3 1 

1. 1 % 



Half-million for WEW 

Over $500,000 is the sale prtee on 
WKW, St. Louis. After a short ten- 
ure under the ownership of Frank- 
lin Broadcasting Co., the station 
has been brought by a group of 
St. Lonisans headed by vice presi- 
dent and general manager of the 
station, Charles P. Stanlev. 



Others associated with Stanley 
are: James A. Butler, Jr., Mrs. Mar- 
tin O'Reilly Browne, Richard G. 
Derringer, Edgar W. Fehrmann, 
Byan A. Foster, John 11. Criese- 
dieck, William II. Griesedieck, and 
Peter J. Nikolaisen. 

WFW was purchased by Frank- 
lin Broadcasting from Bruce Buf- 
rington in January of 1961. Barring- 



ton bad bought the station fr, 
St. Louis University which found 
it in April 1921. 

Present <good music format 
be continued. 
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More hotel room radio * 
Urged by the NYSBA 



Sf IS 

for 



New York State Broadcasters A#8 
is putting a special push behjr 
the wider distribution of radios 
hotel and motel rooms throughe 
the state. 

The project is being tagged to 0 
New York World's Fair and f 
public service benefits there 
which hotel operators would off 
their patrons. 

A second campaign for 1964 m 
approved by the board of direct©, 
It is a proposed mobile registfaitt 
plan which the Association h( 
to get under way next fall in mpi 
to increase voter registration pri< 
to the '64 election. The special pr- 
jects committee, chairmaned |j 
Steve Lubaunski, general manaai 
of WMCA, New York, is studytr 
a similar program conducted I 
Nassau County with the assistaHc 
of local election officials. 

Local stations will be asked 1 
assist in underwriting the cost t 
the sound profect and puhlietein 
the service in those areas where tl 
plan will be undertaken. 



NEWS NOTES 



WJR seeks ultra power; WJB, I3< 
troit, one of 25 remaining 50,0(1 
watt, clear-channel stations in tli 
U. S., has joined three confreres i 
requesting the FCC increase pow 
on an experimental basis, Tl; 
others, WGN, Chicago, WLW, g& 
cinnati, and KSL, Salt Lake Clf 
asked that the trial he conducted i 
750,000 watts (sroxsoit, 11 Nova* 
her, pg. 53). WJR applied for 
boost to 500,000 watts. 

New OAB leaders: Robert Gh|§ 
ping of KAST, Astoria, will heh 
the Oregon Assn. of Broadcasters s 
president during 1964. Other tfl 
fieers are Bob LaBonte, KEIfC 
Eugene, vice president, and 
Kozak, KROYV, Dallas, secrc'B^ 
treasurer. 
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f 1, on MBS: Mutn.i] lias acquired 
elusive rights to broadcast the 
Itioiial Football League l'la\ oil 
ml Came on 5 January Htfil. 
rnl Motor and Antolite divisions 
ill sponsor tlu- first liall of the 
line. J. Walter Thompson is (lie 
Miry. Tlio second liall of 1 1 it* 
line is available to network a Hi li- 
fe lor local sale. 

lliaivcrsary marked: 15 November 
4;fkeil the 37th ;iiiniv t-is.u y of the 
st NBC Hadio network program 
he inaugural hroadeast in H)2fi 
filiated at Xcu York's old Wal- 
>i f-Astoi ia Hotel, and was carried 
er a network ol 23 stations 21 
latter members and four added 
■h't ially lor the occasion. 

etliodology cuminittce: A ten- 
emher steering connnittee has 
rn appointed to study radio andi- 
uv methodology — a joint XAB- 
AB project. The five from HAB 
o: Hubert I lin leiijh, MBS piesi- 
lt; William O. Shaw, KSFO. 
in Francisco, v. p.; Louis Head, 
DSU, Xew Orleans, executive 
*p.; Miles David, HAB administra- 
te v, p.; Alfred X. Watson, HAB 
Iviineed research director. Frtini 
A.B air Ben Strtiuse, WWDC, 
'f*hi'ngtnn, D. C, president; Ben 
Sanders, K1CD, Spencer. Iowa, 
evident; Hugh M. Beville, Jr., 
BC v. p.; Vincent T. Wasilewski, 
AH executive v. p.. Melvin Cold- 
Tg. XAB v. p. for research. The 
ocrimi committee will select its 
lajrman from outside the group. 

ew ARC affil.; WFBL. Syracuse, 
ins ABC Hadio on 1 January, 
rinding nut the network's central 
evv York coverage. Within the 
"st 16 months. ABC Hadio has 
Wed WHAM. Hochester; WSYL. 
ufalt), and WHCX. Utica. WFBL, 
Inch operates with 5 kw on 1390 
h is owned hy First Broadcasting 
ilrp., of which I lenry T. Wilcox is 
k» president and general lnan- 

XtT. 

a! group names new slate: 
rues Boss. KOY, will helm the 
etropolitan Phoenix Broadcasters 
11964. Vice president will by John 
nl field of KIFX and secrctary- 
easurer is Hayes Stewart, KTAH. 
PlJ is made up of the local radio 
id tv stations in the valley. 




Now hear this, you little monsters. You already have one of the bippest Christ- 
mas presents the FCC ever created. A new leader in Eastern North Carolina 
television. Name of WITN-TV with NBC. You don't have to believe old Santa. 
Uncle ARB says so. Uncle ARB allows how 215,000 of your homes can now 
receive the new WITN-TV and only 199.000 can pick up Station Z. Net weekly 
circulation is up 4 1 .3 r \ in two years. Net daily circulation is up 38.1 r '< . WITN- 
TV isn't made out of spitballs, after all. It took bip, fat things like a new 1523- 
foot tower, new transmitter, enlarged studio and office buildinp, $100,000 
Telemobile and new tape facilities to make WITN-TV the new leader. Now po 
back and tell that to all your time-buyinp parents or I won't open up this box 
and pive you your ponies of pin. 

ARB Coverage Study Feb., March 1963 



Commercial interviewed 




TluinksRh ins* l)a> listeners to Wade \ih crtisinc's "Business I).t\" pr<»- 
uroni on WBBM, Chicago, "ill be nWr to hear ji iMiimurii.il "tome to 
life." when Hichnrd Heals (1), prominent west coast businessman and the 
voice of "Speedy Alka-Selt/cr," is inters ie« ed b\ host I'd Cooper r>. 
Joining them \\ ill be tv writer John Altlen ('2nd from 1) and t\ producer 
I .on Perkins, both of Wade, a genes for Miles Products" Mk.i-Selt/er 



KAUIU IVI tUlM 




Sunny ties up what the 
"Sunshine State's" business 
magazine, Florida Trend, 
cites as "FLORIDA'S MAV- 
ERICK MARKET." 

WSUN's home county has 
the nation's highest incidence 
of auto and stock ownership; 
brain power industries; high 
discretionary income . . . 
Florida's 2nd market should be 
1st on your list. 

WHAT A MARKET, 
AND SUNNY SELLS IT! 



WSUN 

TELEVISION - RADIO 

TAMPA - ST. PETERSBURG 

Noll Rep VENARD. TORBET S. McCONNEU 
S E Rrp JAMES S AYERS 



More for 'Breakfast': A new three- 
month billing record has been 
established by ABC Radio's Break- 
fast Club. Fourth-quarter billings 
are now 20% ahead of the show's 
previous best three-month period, 
the quarter just ended. Almost 
sold out for the fourth quarter, with 
two selling months remaining, the 
show has registered a 61% billings 
increase over the similar 1962 quar- 
ter. 



NEWSMAKERS 

Ernest H. Shomo to Radio Mai} 
of the Year by the American Col- 
lege of Radio Arts, Crafts and Sci- 
ences, lie is vice president and gen- 
eral manager of YVBBM, Chicago. 

Gar Meadowcraft to account 
executive for WXYZ, Detroit. He 
was with WHFI-FM, Birmingham. 

\Vu.li\m B. Cook to sales man- 
ager for KTRG, Honolulu. 

Robert J. Horen to radio account 
executive with Crosley Broadcast- 
ing's Chicago office. 

Richard Meeder to station man- 
ager at WAVY, Norfolk. 

Edmond H. Johnson, Jr. to radio 
account executive at WTAR, Nor- 
folk. He was a sales representative 
for Atlantic Paper Co. 

Dick Radatz to sports director 
of WCOP-AM-FM, Boston. 

Thomas Key Clark to the ad- 
vertising staff of WDBJ, Roanoke. 

Joe Grady to operations director 
of VYPEN, Philadelphia. 

Donald A. Tuttle, director of 
farm broadcasting for \YGY and 
YVRGB, Schenectady, received the 
New York Farm Bureau Distin- 
guished Service Award. 

Christine Faiiey to director of 
station relations for the Keystone 
Broadcasting System. She was with 
various Chicago advertising agen- 
cies. 

Merle J. Levin to director of 
publicity and public relations for 
KY\\\ Cleveland. Most recently he 
was sales manager of 'WCUY-FM. 
Cleveland I Ieights. 

Donald R. Carrell to account 
executive at WLS. Chicago. He was 
an account executive for the central 
division of the ABC radio network. 

James Ross to president of the 
Metropolitan I'hoeni* Broadcasters, 
lie is station manager of KOY. 



FIRST EVERY DA 

»n<l here's wli^r. „ . 

• Exciting Local Programming 

News, music, documentaries that 
actually out-rate network shows. 

• Great TV Personalities 

Hard-selling WSYR-TV personalities, 
"Central New York's greatest sales- 
men," at work from before sun-up 
to signoff. 

• Best Technical Facilities 

First in Central New York with color, 
videotape, completely equipped TV 
center, and the only channel with 
maximum power at maximum height 

• Experience and "Know-How" 

A veteran staff directed by .exe- 
cutives averaging more than 20 
years. 

Overwhelming Superiority 

*WSYR-TV delivers 38% more; 
homes than the 
No. 2 station. 
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"TIMEBUYER'S 

CORNER 



Media people, what they 
are doinn. buying nnd saying 
21 Xnvcinlx.*r 1963 



■ Daly joins Smith, Henderson & Be rev: James 
B. Daly, Jr., has joined SUB (Xew York) as di- 
rector of media and research. He was media 
research and planning associate with Lambert 
6c Feasley, and before that media manager at 
Donahue 6c Coc. He replaces Eric Ainsworth, 
who has moved to Daytona Beach, Florida. (No, 
Eric is not retiring, just decided to move to a 
sunnier clinic.) 

* Podliorzer and Haines join Gardner (St. 
Louis): Alex Podhor/er, formerly with Young & 
Rubicam in New York and more recently Chi- 
cago, has joined Gardner's St. Louis office as 
media buyer. He is principally responsible for 
broadcast buying on the Ralston Purina account. 
A graduate of the University of Miami, where 
he majored in business administration, he 
earned his master's degree in marketing at City 
College of New York. 

□ Charles W. Haines, Jr. first joined Gardner 
in 195S, left a year later to become media direc- 
tor at Krupnick 6c Associates, also St Louis, has 
now returned to Gardner as a media planner. 
Among his account assignments are Grove Lab- 
oratories, Pet Milk, Monsanto Chemical, and 
Cessna Aircraft. 



■ Changes at Meldruin and Fcwsmith: C. 
Bruee Hardy has been upped to media director 
at the Cleveland-based agency, from his former 
position as media manager. In his new capacity, 
he'll superv ise the industrial and consumer prod- 
ucts media groups within the agency's market- 
ing services department. He joined M&F in 
January 1960 with 16 years of media buying 
experience gained at several large ad agencies. 

□ James A. Zicgler, formerly associate media 
director, consumer products, succeeds I lardy as 
media manager, consumer products. He Grst 
joined MccF in 1956. left in 1959 to become 
media manager of a Pittsburgh agency, re- 
turned to the Cleveland agency in 1962. 

□ George Vanderbilt, in marketing and field 
service since joining M&F in 1962, elevated to 
media buyer, consumer products. 

□ Alan St. George promoted to field service rep- 
resentative from media research analyst. 

■ Transferred by JNYT: Ed Lockwood, with J. 
Walter Thompson's New York office for the past 
three-and-a-half years, and before that with 
Lennen & Newell, has been appointed media 
director of the J\YT San Francisco office. He 
succeeds Colcen Mattiee, who is moving to Los 
Angeles. 



GEORGE COLEMAN: 
pulling people parallel 

Speaking of what enables a media buyer to operate at peak 
efficiency, Norman, Craig & Kummcl (New York) assistant 
V.p. and associate media director George Coleman says a 
buyer must be kept well informed about a product's over- 
all marketing and media strategy. "Thus," says George, "the 
buyer is able to perform more effectively and intelligently. 
He is not only trained to purchase media at optimum 
efficiency, but also is well equipped to align media selection 
in a manner that places greatest emphasis on those people 
who more nearly parallel the product profile. It is this sort 
of melding of media and marketing knowledge that pro- 
duces the best media buyers." A 20-year man at NCK, 
George's first chore at the agency was checking newspaper 
tear sheets mornings, arid helping out in the research depart- 
ment afternoons. A native New Yorker, he's a graduate of 
New York University, where he majored in advertising and 
marketing. Lie ami his wife Selma and their two daughters 
make their home in Forest Hills. 




TIMEBUYER'S 

CORNER 
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■ Farm directors to sow their story; Next Mon- 
day (2 December), the day after the conclusion 
of the annual National Association of Televi- 
sion and Radio Farm Directors* convention in 
Chicago, a number of teams of radio and tv 
farm directors will simultaneously visit 50 ad 
agency offices in the Windy City, by invitation. 
Object of this mass 10 A.M. visitation to agency 
people on the media, account, and creative 
levels, is not a specific sales endeavor, but in- 
stead a move to acquaint agency people with 
what a radio and tv farm director does, and 
who he is. All teams will deliver the same pre- 
sentation, and in no instance will the indivdual 
farm director discuss his own programing or 
market. 

■ Autry Hotels to triple ad budget: The Gene 
Autry Hotel Co. (Hollywood) expects to triple 
its expenditures witbin the coming year in a 
multi-media ad drive. The company recently 
acquired the Mark Hopkins Hotel (San Fran- 
cisco); also owns the Sahara Inn (O'Hare Inter- 
national Airport, Chicago), Ocotillo Lodge 
(Palm Springs), and the new Continental (Los 
Angeles). Autry is also a prominent western 
broadcaster, with an interest in Golden West 
Broadcasters (KMPC, Los Angeles; KSFO, San 
Francisco; KEX, Portland; KVI, Seattle) plus 
KOOL-AM-FM, Phoenix; and KOLD-AM-TV, 



A PITCH IS A PITCH IS A PITCH 




IT AIN'T HAY: Talking over the swift rise in attend- 
ance at Green Mountain Park Race Track (Poicnal, Vt-\ 
since their stvitch to radio advertising are (l-r) Vincent 
Rartimo, truck's gen, mgr.; Master Caravan, Cash Stab- 
les; and Vic Piano, president Vic Pianff reps. Neigh-bor 
fit far right is unidentified. Track will rely on radio again 
to promote next year's meet, which begins in March 



Tucson- Account is handled by Brangfaani/ 
Brewer/I lolzer (Los Angeles). Lou Holzer, 
agency v.p„ will head up the nationwide ad 
campaign. 

■ L. A. Pontiae Dealers using radio; Los An- 
geles Poritiac Deal efs Association is supplement- 
ing the national new car ad drive with a nine- 
week radio sked pf its pwn> on 13 stations. A 
total of 4500 spots will be broadcast on KMPC, 
KNX, KFI, KABC, KLAC, KPQL, XTRA, 
KRKD, and KFWB of Los Angeles; KEZY, An- 
aheim; KGIL, San Fernando; KFQX, Long 
Beach; and KWIZ, Santa Ana, 

■ Stone appointed v.p. at Maxon: Ray Stone, 
media director at Maxon, has been made vice 
president in charge of media at the agency's 
New York office. With Maxon ten years* he was 
with Weed TV and CBS prior to that. 

TV BUYING ACTIVITY 

► American Home Products campaign of day- 
time and fringe minutes for Heet will start as 
soon as possible in selected markets, arid will 
run until the end of the year* Buyer is Bill Revy 
at Ted Bates (New York). 

► Canada Dry buying prime chain breaks for 
three-week flights to Start on various dates in 
December in selected markets. Buyer at J. M. 
Mathes (New York) is Edna Cathcart* 

► Consolidated Cigars buying fringe minutes 
and prime chainbreaks for a three-week drive 
to start the beginning of December. Campaign, 
a push for El Producto cigars, being handled by 
buyers Al Vorhees and Frank Brann at Compton 
(New York). 

► Menly 6- James 12-week campaign for Con- 
tac will begin the end of December utilizing 
prime and fringe minutes, chainbreaks;, and IDs. 
Bob Brown is the buyer at Foote, Cone & field- 
ing (Ne«' York). 

)► Bell & Howell buying for a two- week Christ- 
mas campaign of prime 20s in selected markets- 
Buyer is SuElen Thomas at MeCann-Eriekson 
(Chicago), 

I* Hefcne Curtis buying campaign of early 
and late fringe minutes for Bright Idea. Drive 
will run two weeks in December, Buyer is 
Mart)' Wolf at Edward H. Weiss (Chicago). 
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American Oil expects more mileage and gets it from WSB's domination (35.3% tune-in 
of Metro Atlanta, where $115,879,000** is spent at service stations. 

And American Oil gets additional mileage in the 132 counties* WSB reaches, where 
its pump $620,480,000** into service station tills. 

Buy the one that gives you two . . . 



WSB RADIO 




I' 1 ? if if 



Georgia's 50,000 watt clear channel station 

NBC affiliate. Associated with WSOC AV FM TV. Charlotte. WHIO AV FM TV, Dayton, V.IOO AY FV 

.') \<>\ 1 VIM R \{W%S 



"Journey to the Beginning of Time" tells story of four boys who, while rowing in Central Park, find themselves transported back 



SYNDICATION 



Sponsors sign loyalty oat 



Combining enlightenment with entertainment, 
Cayton's 'Cartoon Classics' drawing raves 



Keeping a sponsor happy is not an 
easy task, hut one syndicator 
lias found a way to do this — and 
inspire intense loyalty for his pro- 
gram wares at the same time. Wil- 
liam D. Cayton, president of Radio 
and Television Packagers, Inc., has 
a simple, yet complicated answer to 
the prohlem — "Just make sure the 
program product scores hig ratings 
and has wide viewer acceptance." 

lie said a numher of advertisers 
in his Cartoon Classics programs, 
when shifting to a new market, 
have made sure of the availability 
of the packages for their commer- 
cials as soon as they were ready to 
move. Cayton added that sponsors 
are mostly food manufacturers, 
dairy products, and specialty food 
concerns. 

One sponsor, Farmer*' Coopera- 
tive Dairy, llazlcton. Pa., told 
WN HP-TV (Scranton) that its cam- 
paign in the series "was one of the 
most attention-getting promotions" 
in which it "has over had the pleas- 
ure to participate." The dairy point- 
ed out that adults as well as chil- 
dren were still asking about a pro- 
motional oiler "several months after 



the program had been completed." 

Another advertiser, Capitol Sav- 
ings & Loan Assn., of Lansing, 
Mich., in renewing for a second 
year on WOOD-TV, Grand Rapids, 
pointed out that its buy into 
Cayton's programing was its first 
venture into tv, never having had 
"so much as a spot" in the medium 
before. The bank said that when 
Inning the campaign its savings 
were high, so they geared it "to 
push loans." During the year's drive, 
loan business increased some $10 
million, or $4 million over the pre- 
vious year's hike. In addition, the 
hank pointed out, other business 
grew — with savings up $6 million 
as slightly more than 1,000 new ac- 
counts were added. 

Cayton originally got into tv with 
Greatest Fights of the Century — 
which he started compiling long he- 
fore video was well-known by the 
public — hut shifted from fisticuffs 
to fantasy in 195S when he brought 
out the first package of Cartoon 
Classics, a fully animated series of 
101 segments for youngsters, com- 
bining enlightenment with enter- 
tainment. He has since brought out 



Group II, which went on the air 
1960, and Group III, which bowi 
last year — 320 episodes in ail. 

Cayton also has the Jungle serif 
52 quarter-hour, live-action pn 
grams featuring "wild beasts in die 
natural habitats"; just came out wit 
a 20-episode series, Mr. E. from To 
Ceti: and — to keep his finger in t] 
boxing pie — produced the recent 1 
special, The Floyd Patterson Star 

With Radio and Television Pad 
agcrs serving as distributor as wel 
as producer, the entire Cartoc 
Classics grouping has now been sol 
in over 100 world-wide markets, it 
eluding some 75 in the U.S. — w-ha 
a number of stations keep rcneyJ 
ing their first group due to view* 
demand — plus England's BBC; tl 
CBC French and English network 
most South American markets; Me' 
ico; Puerto Rico; Australia; a;n 
Japan. It has been clubbed into hot 
Spanish and French. 

Group I of Cartoon Classics era 
sists of 26 segments of Tire SpM 
Explorers plus 78 episodes coverjii 
six fairy tales; Group 11 has 31 *M 
ments of Sew Adventures of m 
Space Explorers plus 34 episode 
covering seven fairy talcs; an 
Group 111, has 28 segments on Jo'ff 
net/ to the Begbniihti of Time. £ 
on The Vrrderseas Explorers, and 4 
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: lis scene from "Space Explorers" spisode. Center and right are from fairy tales, "The Woodcutter's Wish" and "The Valiant Knight' 



mr top-rated tot tales 



owriuii four fairy tales. 

The unusual point of ;ill three* 
tafknges is that each segment and 
aire (ale combines "genuine en- 
fenhtvnint'wt wit li entertainment, is 
'dapted by a top writer in this 
ountry. and animated hy nrtists 
"oin all over the world. One epi- 
Inde; for instance, might have ani- 
uatiou in it from seven different 
Countries. 

* Cav ton said all seientifie data in 
lie packages are authenticated hy 
•ad inn, authorities thronuhoiit the 
Ltfon, including Dr. Franklyn \l. 
Vfai/ley, associate astronomer at the 
American Mnseinn-l layden Plane- 
tarium, who supervised the Space 
Ixplorcrs segments in Croups 1 and 
'1. and Dr. ICdwin II. Colbert, ehair- 
Klfl of the Pnleontoloiiv depart- 
ment at the American Museum of 
Kahiral History, who reviewed 
Umrney to the llcainniwj. of Time. 

This adherence to fac t has made 
I* Mtfoon Classics a natural for 
chool tie-ins, Cav ton noted, point- 
Vf. out that stations earn inn (hem 
iavce put together teachers" guides 
» be used in conjunction with view- 
i<4 One. WOK-TV ( Xew York). 
Hit out a guide combining journey 
i the lh'izitxiiiiuz of Time. I 'inter- 
im Explorers, and Space Explor- 
es, containing factual descriptions 



and definitions of important data in 
each episode. 

Carton said the packages are sold 
primarily to stations, in any portion 
the station wants. Although usually 
purchased in groups, some stations 
have picked up as low as they feel 
then need to get going, ho added. 
Sold on a throe-year unlimited run 
hasis. including the print, the price 
set is l() r r of the station's highest 
hourly rate. Cayton said his com- 
pany tries to work with the station 
on promotion, providing on-air 
trailers and ensuring proper show- 
casing of the programs. 

In just about every market the 
series have been shown, said Cay- 
ton. tbev have risen to the \o. 1 
spot in their time slots. I le gives full 
credit for this to the children, point- 
ing out the\ have "better taste than 
we give them credit for. In the 
great debate over children's pro- 
graming, it seems to me that no- 
bod) is emphasizing the most im- 
portant fact of all — that the children 
prefer the better type of show, and 
will select it over slapstick, vio- 
lence, and junk." 

"In my 15 years of producing tv 
series for children." Cav ton notes, 
"everv audience rating, every sur- 
vey, has shown that tin* kids almost 
invariable abandon less desirable 



entertainment and enthusiastically 
flock to the stories of Hans Chris- 
tian \ndersen. Brothers Crintin, 
I'errault. and Kipling, whenever 
given the opportunity." 

I le said that none of the \ o/ing- 
sters \ iew ing his series "are aware 
that in these classic tales the\ re be- 
ing offered — along with entertain- 
ment — educational values, high 
ethical conc epts, charac tor-building 
inoralitv The\ clou t know or c are 
that our films are I'.S g< >\ rninn nl- 
approved, miiseum-approv ed. edn- 
eator-approvod. Thev just instinc- 
tively adopt the stories as their fav- 
orites, as have generations uf chil- 
dren before them. 

"Main of us who should know- 
better.'' s.n'tl Cav ton, "luv e been 
underrating our children In assum- 
ing the\ cannot be weaned aw ay 
Iron; inferior programing. Thev can. 
and w ill — b\ their own good in- 
stincts — if giv en half a chance." 

Stressing that "the selection ol en- 
tertainment with c ultnral-ednca- 
tioual v alues should be active!*, en- 
couraged." Cav ton pointed out that 
"this can be done \ er\ < ffe< 1 1\ eb 
In sunpK maknig sure the kids are 
aware that tv does offer such fart . 
|ust let the kids know it's available, 
and tbev 11 flm k to it in prt fc i en< e 
to less desirable material " (P 
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SYNDICATION 

ITC's $50-miL plan 
for first-run fare 



"Of! -network rc-runs are not get- 
ting the ratings hovers had hoped 
for," says Independent Television 
Corp. president Michael Nidorf, in 
explaining last week why his com- 
pany is allocating $50 million in 
the next five years for new first-run 
tv fare. 

"With the express purpose of he- 
coining the major U.S. distributor 
of television programing," the Brit- 
ish-owned syndication firm is seek- 
ing co-producers among the net- 
works, independent production out- 
fits, talent agencies, and station 
groups. 

Xidorf predicted that "regional 
markets will open up in a year or 
so," and cited the success of ITC's 
first-run Jo Stafford Specials with 
regional advertiser Fels & Co., 
which bought the eight programs 
in 24 markets. 

ITC is not interested in produc- 



ing pilots, according to Nidorf. 
"only in completed series and 
groups of specials . . . Our object 
is to make co-production so crea- 
tively rewarding and financially at- 
tractive that the finest producers 
.... will want to work with us 
and reap the benefits of our re- 
sources and distribution set-up, 
both domestic and international." 
ITC is guaranteeing up to two- 
thirds of production costs on each 
series from sales outside the U.S. 

Xidorf said the firm hopes to do 
most of the production in England, 
where ITC's parent, Associated TV, 
maintains studio facilities. 

ITC would like to spend its $50 
million on series consisting of 26 
one-hour shows, and musical spe- 
group. Xidorf said ITC is prepared 
to begin negotiations and go into 
production immediately with co- 
prod uccrs. 



■ 



TV Summer Audience Up 

Prime evening tv audience figures for last summer show in- 
creases in all time periods, except from 10 to 11 p.m. Analysis 
of Nielsen Television Index information, total U.S. television 
homes using tv, average audience per minute during evening 
hours, shows the biggest increase in the summer quarter be- 
tween 8:30 and 9 p.m. There the average was up from 45.6 a 
year ago to 47.8 this past summer. 

MONDAY-SUNDAY 1962-63 



P.M. 


July-Sept. 


Oct.-Dec. 


Jan.-Mar. 


Apr.-June 


July-Sept. 


6.00 


26.4 


40.0 


43.7 


29.9 

34T3~ 


27.6 
30T 


6:30 

7.00 

7:30 
8:00 


~ 29.3~~ 


46.3 


_ 49.9 


32.5 
37.2 
42.1 


51.4 


55.4 


~ 38.9 


~ 33.5 


56.5 


60.9 


44.2 


38.0 


60.0 


64.8 


49.8 


43.3 


8:30 


45.6 ' 


62.3 


67.1 


55.0 


47.8 


Too 


49.6 


63.2 


67.8 


58.5 


~51.2 


9:30 


50.6 


60.5 


64.4 


57.4 


50.9 


10:00~ 


47.1 


53.6 


57.1 


51.8 


46.5 


10:30 


43.7 


47.5 


50.9 


46.2 


42.2 



Marshall Stone to M 
as produqer-direqtor 

Award winning film director W 
shall Stone has returned to .V 
V i d e o - 
tronics as an 
executive pro- 
ducer - direc- 
tor. Stone had 
b e e n w i t h 
MPO until 
1961 when he 
went to Filmcx 
as executive 
vice president 
and producer- 




Storre 



director. He has received more th 
a dozen awards from the X, Y. 
Commercials Festival and from t 
X. Y. Art Directors Club, and m 
the recipient of the Robert A. SC 
wood Award for public affairs pi 
warns in 1960. One of his be 

1 

known commercials is the "Ski 
Parker Out West" spot he produc 
for Hertz Rent-a-Car. 



'Battle Line' spreads 

Official Films' Battle Line sell 
racked up another multi-marM 
sale last week. Jearl Beer, distr. 
uted in the south and southwe 
bought one-minute spots in t 
first-run show for 52 weeks. T 
sale is contingent upon Officii 1 
clearance of 28 stations for 1 1 
series. Champlin Oil signed to p. 
ticipatc in sponsorship of Bai 
Line two weeks ago. Its agreerul 
called for participations for 
weeks in 15 markets. Roth Pe; 
Beer and Champlin Oil placed tilt 
orders through Tracy-Locke Ad 
Dallas. Earlier, the Pacific Cass ] 
Electric signed to sponsor the s#rl 
on seven California stations. 



MCA takes 'Country' 

Wide Country, a one-hour series 
NBC TV last season has been l 
leased for syndication by MCA T 
Twenty-eight hour episodes folk 
a champion rodeo cowboy and H 
brother in their cross-country ism 
of the rodeo circuit. Pre-rcle-d 
sales have been made to WNE1 
TV. New York; KTTV. Los Angel* 
WTTG. Washington. D. C, at] 
KCNC-TY, Amarillo. 
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NEWS NOTES 

.ci-Fi adds 30: L'ntted Artists T\ \ 
jtrix'iict' fief ion-horror feature films 
,jvc been scild in 30 additiou.il 
i.tTkcts Included in tin- new sales 
re WSJ \' -TV. Klkli.irt. hid., 
|\\) VL)-T\'. Moline, 111.; kC.O-TV. 
411 Francisco. \\ 1IHX-TV and 
\ \KB-TV, both Baton Hougr. 
\ HEX-TV, Hockford. 111.; \\ VFC- 
V. Norfolk. KYK.M-TV, Mona- 
ans. Tr\.; WFLA-TV, Tain pa. 
»\Y-T\', Crcen Ha\ . KOAT-TV, 
^ftiquerque, \VMIJ1)-TV, Peoria, 
I "£U'-TV. Kau Claire. KCBDTV, 
uhlxK k. KOCO- 1 A*. San Diego; 
[fllK-TW Las Vegas; \\ ILK-TV. 
( ackson. \lith.; WC1A-TV, Cham- 
«itf>i. 111.. KKDA-TV. Amarillo; 
[AlSD-TV. Wichita. WHCV-TV. 
hwldeo, Te\. ; WSOC-TV, Char- 
hm\ KHOD-TV. Kl Paso. \\ LBW- 
V. Miami. WSPA-TV. Spartan- 
nrg. S. C; WOWL-TV, Florence, 
la.. KATV, Portland. Ore; WOH- 
V, Ncu York; k I KM -TV. Knn-ka. 
ahf.. KBFS-TV. Mcdford. Ore. 



'Zero One' off the ground 




Looking over promotion material for first-run s% ndieated series, "Zero 
One," whieh MCM-TV has slated for 1 January start, are (1-rl fitrlrard \. 
Harper, direitnr of feature films and syndicated sales; Joint 15. Burns, 
t v sales \ .p.; and ne« field sales supervisor Karl von Si liallern. Series v» as 
announced at tliree-das MCM-TN sales meet last week in .V \. 



btmas special in syndication: 
■N Jackson Sing.* The Story of 
hristnia\, a half-honr tv .special, 
as hern put into syndication In 
even Arts Assoc. 

iifted Artists adds package: L'A- 

yt has released for syndication 

Jiauca.sc 2, a new group of 10 fea- 

ire films consisting mainh of post- 

•i s. 
i 

hnrcln'll rolls on: Seven Arts 
JsMic. h.is registered seven addi- 
<>iial sales for its new half-honr t\ 
'ocumentan , Churchill the .Wan. 
finning its total markets to 40. The 
sales were made to K HON" -TV. 
in Francisco; WW'L-TV. New ()r- 
mm. WTK\'. New Bedford. Mass ; 
FKO-TV, Bakersfield. KLFY-TV, 
•>fa\ette. La.; k'OLO-TV. Hcno; 
0 \T-TV, All), lquenpie. 

iCA report: MCA s consolidated, 
und i ted net earnings for the nine- 
onth period ended 3(1 September 
amounted to S9..>>">.(X)0. and 
ter preferred di\ idends, wi re 
\\m\ to SI. 00 per share on the -1.- 
^.'(0 shares of eommon ont- 
g. In the similar '62 nine- 
period, consolidated, un- 
uhted net earnings, were SO. 197.- 



000 and. alter preferred dividends, 
were equal to SI. ST per share of -l,- 
519,603 eommon shares then out- 
standing, exclusive of a non-reenr- 
ring item of l6o per share for that 
period. 

NEWSMAKERS 

Jack Flax to sales representath e 
for Triangle Program Sales, lie was 
executive vice president for the 
Tehth naanie Corp. 

Pi rm Ponnn to Sarra as a pro- 
duetion manager. 

Lor Wiusox to establish his own 
international theatrical produetion 
enterprise. 1 le is an exei ntn e w ith 
Bob Banner Assoc. 

[ok Cowki.lv to \ ice president 
of MCA and a vice president of 
Mcvue Productions. 

Hu n vim L. L^s\kin to \ ue pres- 
ident of Audits <\- Sur\ e\ s. lie was 
research director of 1 hint Foods 
Industries. Dr. Morris J. Cottheb 
to \ ice president and direi tor of the 
eoiisnmer sur\ c\ division. 

1 1 \nn\ H. Fi tm\ retiring as gt n- 
eral manager of communications h r 
Fnited Press International He w ill 
be succeeded bv H. T. F»kf \\ 
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STATION REPRESENTATIVES 



Media people off track 
in not betting on music 

Eastman tells ad group 'grand misconception' 
is forgetting that teen-oriented radio sells 



Am r.ivnsixc's "grand misconcep- 
tion" about radio concerns its 
programing backbone — music — 
says Robert E. Eastman, president 
of the station representative firm 
bearing his name. He points out 
that "when media people complain 
that radio is 'nothing but music and 
news,' they have blithely over- 
looked the fact that music is one of 
the greatest human common de- 
nominators ... It sells!"' 

Addressing the Des Moines Ad- 
vertising Club last week, Eastman 
defended the rock V roll and top 
40 format by stating that because 
teenagers turn to such stations, 
parents are "exposed," too. "Re- 
member, the mothers and fathers 
with the most teenage children — 
who create the most popular pro- 



graming exposure — also use up the 
most automobiles, gasoline, tires, 
food, clothing . . ." 

He said airlines, "after the top 
6% . . . rarely buy schedules on 
popular stations . . . The advertising 
people at the airlines and their ad 
agencies do not yet understand that 
to reach all of this top 6% via spot 
radio, you must reach most of them 
with popular programing set on the 
dial by a teenage son or daughter." 

"This in no way negates the value 
and importance of conservative pro- 
graming, however," said Eastman. 
"This has a very definite appeal for 
those people, in the minority, who 
tune selectively and have more in- 
dividualistic tastes." 

Asserting that people do not lis- 
ten to radio, but "use" it, he said 



.... , , , -. .- . 



radio researchers "get the wro 
answers" when they ask their 
spondents .about radio listenin< 
"People will tell you that they ;<2 
not listen to radio, and in the m\ 
breath about what they 'heard* Ij 
the news or about the \ve^tfa& 
'Listening' actually indicates 
much more overt and conscious e 
fort than is involved in radio usage 

But Eastman also pointed 0i 
that radio is "ideally suited" to pe 
sonalities identified with advert!, 
ers, while this has become "alma 
unaffordable" in tv. "Radio can i 
this economically all year araurjj 
he said, "by means of the marki 
flexibility built into spot radio an 
by means of sales plans tied in wit 
a strong selling personality. 

"There is no paper jungle in S| 
radio . . . It is easy to buy," he sal 
"One piece of paper, a confirmatim 
contract, can wrap up a corni 
transaction.*' Eastman express? 
amazement about "how little 
really known and understood 
about radio among advertisers an 
agencies. 

He emphasized that rates are m 
complicated, but said that "if 
buyer . . . has only been looking i 
television rates for the past tm 
years, radio rates will appear xm 
familiar . . . And that which is di 
ferent invariably seems to be mm 
problematical." 4 



Bassett gains another 




Mrs. Madge Megargee lloleomh, general manager of WGBI (CHS Radio 
for Seranton, Wilkes-Ham*), signs eontraet designating Mort Bassett & 
Co. as its exelusive national rep, at session with WGBI sales manager 
Jaek Kline (I) and Mort Bassett, president of tlie station representative firm 



CMB, H-R to get tape 
of Nielsen's NSI data 

Central Media Bureau and II- 
Representatives are now able torn 
Nielsen's NSI report data in the 
computers, following a prototc] 
agreement with the rating firm I 
supply the reports in tape form a 
behalf of any mutual client. 

The separate agreements, nor 
exelusivc with CMB and H-R, m 
an extension of Nielsen's policy < 
supplying report data directly <\ 
clients in any form that makes ft 
maximum usefulness, said JM% 
Traylor, in charge of NSI marketjff 
applications for Nielsen, 

He said the move allows H 
clients to phase audience data in'. 
their media planning, schedule p> 
cessing, and schedule evnliUftfc 
systems in a simple and econam 
manner. Four 12-inch co input* 
reels can store the data confai 
NSI reports for 220 tv markets 
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T^DRFORdH^RD ft Zllli flSHIO 



HEY, Time 
WHAT^ Uf IN 
UPPER MICMG-AN? 





WHY, THERE'S 
5EEN A PEAL 
GROWTH OF 
SERVICE AT 
VWlV/VVWuf-TV 
THAT'S 

WHAT'S Uf 7 / 




REAL GROWTH of SERVICE! 



plair now handles all 
Triangle am and tv 

\UI\C, New I hiv en. tin* last 
Triangle-ow ned am station to re- 
main outside the Blair Badio rep 
setup, Ii.in come hut to join tin* 
others, 

The representation pattern for 
tlie Triangle radiotv properties 
now shapes up like this: All six 
m4cn ision stations are sold ii.ition- 
yj| hv Hlair, and two WK1IG- 
IV, Ahoona, and \\ 1 ATI -TV. Leb- 
anon, .ire sold local I v hy Pemi State 
Beps; all five am st.itions are in 
the Bl.iir stable; and all five fin .sta- 
tions are represented by Herbert 
Croskin 

WNl 1C. vv Inch operates on a 
ion-directional signal, I kw at 13 10 
c, had been representeil nationally 
iv \Jort Basset t \- Co. It is an ABC 
Lidio affiliate. 



NEWS NOTES 



*p revising list: Mc Cav ren Cnild 
eys the reason it resigned — by 
nitii.il consent — three of its radio 
t.itions was to pave the way for 
he imminent acquisition of some 
MM* properties. According to pres- 
cient Daren McC.nren, firm likes 

0 maintain a limited station list, 
rotations resigned are KUDL, Kan- 
•as Citv; WFCX, Miami, and 
vVLKW,' Prov idence. Bobert L. W'il- 
iains has been named the new rep- 
esentatbe for the Providence sta- 
ion. There was some indication 

Wf vveek that Williams might get 
lie other two McCavren Cnild-re- 
agned stations but this was mieon- 
irinocl . 

Hinmer expands list: K. S. Simmer 
orp. has added two tv and two 
aclio stations. They are CKCW-TV 
•ltd radio. Moneton. New Bnins- 

p*. CKVB-TV, Barrie, Out id 

J1FI, Toronto. Bepresentative will 
ell these stations in the United 
'tates. This now brings the Stunner 
-or-p. list to five tv and two radio 
properties. 

mm swells list: WIN K, Know ille. 

1 now being served by Stone Bep- 
est'iitatives. Inc. Station is owned 
>>' Dick Broadcast in u. 

r> NOV IMIDR 1%3 



Yes, YVWTV/WWTI'.TV has had an 
enormous audience-increase in the past 
year now covers an art- a with -S02.10O 
homes. This is more TV homes than many 
great cities (an boast. WW I I'-TV, Sault 
S(c. Marie, made most of the difference' 

Ma(tcr of fact, we believe Upstate 
Michigan is (he greatest "new opportunity'" 



NEWSMAKERS 



Foninsr Bi. Ml) to radio sales 
manager of the Chicago olfice of 
Fdward Petrv k Co., replacing 
William Pii'in n. who lias resigned. 

A i I i n 1 Iivm.kx to Peters. (Trillin 
k Woodward in Dallas, lie was 
manager of Sa\ alii Gates there. Ib- 
is sneceeded In En Hobhiw I rooi 
the Dallas office of the Boiling Co. 



you (elevision advertisers can find in the 
entire V S. Nearly a million I'K( )IM.l. 
Annual retail sales, nearly a HILLIUX 
dollars. 

Consult vour jobbers and distributors in the 
area as to the influence WW TV WVYITTY 
has in our 39 counties — or ask Avery - 
Kntxlel for a detailed market analysis 



Tiiom \s D. 1 1 viuusi >\. Jn. to na- 
tional account executive at Bnger 
Coleman. I le vv as prev iotislv nation- 
al sales manager for the Franklin 
Broadcasting ( !o. of l\ mis\ |v am i 

I'n \\k DiCiuc i to the \evv \ nrk 
sales stall of IBB Telrv ision. I le vv .is 
an aecotmt e\ei ntiv e with \d nil 
^ onng 

\l II Dl IUUH l. it to ,H(l)!!llt ( \t t 

in Detroit offit <• ot CBS B.uho Sp t 
Sales I le vv js with K( BS. S F. 

f i j 




WWTV/WWUP-TV 

CADILLAC TRAVERSE CITY / SAULT STE. MARIE 

ANT| MM A 1 440 ft A T / AWtlHMft lflft ft 1. | 

U\ * il( / 111 « IK 




BURT LAXCASTEJ 



These stars have contributed their talent to 
make this public service material available: 

15-minute transcribed programs starring: 
PAT BOONE, COUNT BASIE, 
NAT "KING" COLE, KINGSTON TRIO, 
JULIE LONDON, LESTER LANINj 
FRANKIE LAINE, JOHNNY MATHIS, 
PAUL ANKA, GLEN GRAY. 

5-minute transcribed programs starring: 
COUNT BASIE, KINGSTON TRIO, 
PAUL ANKA, NAT "KING" COLE. 

Transcription of All Time Greatest Hits, 
featuring outstanding artists 

Transcription of 24 Celebrity Spot Announcements. 

Transcription of 20 Recording Artists' Announcements 
for Disc Jockey Shows. 

BURT LANCASTER, 

COMMANDER SCOTT CARPENTER, 

ANN LANDERS, 

FRANK SINATRA (movie- trailer) 

and a special documentary series (1 min.— 20 sec.) 

8-second ID 

Plus SLIDES. TELOPS. FLIP CARDS and POSTERS, 
GREYED AND COLOR. 

Produced by 

JOEL FILMS, PARAMOUNT STUDIOS, Hollywood, Cal S( 
VISION ASSOCIATES, N. Y„ SINATRA ENTERPRISES, 



57th ANNUAL CHRISTMAS SEAL CAMPAIGN NOVEMBER 15th through DECEMBER 




For network use : Contact Milton Robertson, Director, 
Radio-Films-Television 
National Tuberculosis Association 
1790 Broadway, New York, N. Y.. 10019 
Circle 5-8000- 

For local use: Contact Your Local Tuberculosis Association 
in your own community. 
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'WASHINGTON WEEK 



News from nation's 
capital of special 
interest to admen 
25 November 1903 



^ ^ FCC ' s Little Eva of commercials regulation perhaps reached the last 

available ice floe last week, when the House Subcommittee on Communi- 
cations approved a bill to bar any move toward solid regulatory ground for 
the benighted rulemaking. 

The Rogers Subcommittee last week ignored FCC Chairman Henry' s plea 
during hearings to hold up on processing the legislation barring FCC com- 
mercials rulemaking until after the agency ' s 9 Dec . oral hearing. Whether 
the matter clears the full committee and reaches House vote in this dwind- 
ling session is a matter of conjecture. 

There are whispers that Hill debate on a bill to prevent FCC from 
limiting tv commercials might prove embarrassing. Consumer-conscious 
congressmen abound — and only a few have made constituents aware that FCC 
limits on commercials might reach into government program control. 

Although NAB has come up with a collage of newspaper editorials 
defending broadcaster freedom to advert ise — the general press could make 
a Roman holiday of tv commercials issue . 

^T^C FCC ' s Little Eva rulemaking was driven even further from shore by 
cut-off from Senate aid in two powerful committees. 
Communications Subcommittee chairman John 0. Pastore 1 s invitat ion 
to self- regulatory forces in NAB, NAB Code Boards , and networks , to a cozy 
chat on the matter, is no help to the FCC chairman 1 s pet project. 

Senate Appropriations Committee 1 s clip of FCC 1 s money wings was 
another setback. While cutting the FCC money $400, 000 below the House- 
suggested $15. 8 million, the committee — which includes Commerce Committee 
stalwarts Magnuson and Pastore — suggested more cooperation with broad- 
east self -regulation , and fewer mandatory rulings , in f iscal 1964. 

■fc^ Pastore ' s office meet on broadcast advertising, which is to follow 
an NAB-ad vert ise r conclave in New York, may not be all peaches and 
cream. 

Sen. Pastore is a strong believer in self -regulation by broadcast- 
ing. Like Rep. Harris , on the House side , he has a record of laissez-faire 
in broadcast legislation. But he also has voters to account to , and he is 
aware of "mounting criticism" of commercials clutter. There could be some 
dressing down, if he feels broadcasters are only giving lip service , or if 
he feels the issue could hurt him as an avowed protector of the public . 

In such case , a private Pastore tongue- lashing could become a public 
one — but the provocation would have to be extreme . 

jffc All that the FCC Chairman has going for him now is the doubtful value 
of the 9 Dec . oral hearings on broadcast advertising. 
In general, the agency's public reform style hearings have netted 

little result , from the 1960 D. C. programing forum to those at Chicago 

and Omaha . 
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Some future historian may marvel that within one week, an FCC official 
recommended the NBC-RKO station swap as competitively sound and in 
the public interest — while the same FCC decided adding a third VHF outlet 
to strengthen a competing network was not . 

Also, the agency's chief hearing examiner recommended renewal for 
NBC's Philadelphia outlet in the teeth of violent opposition from its own 
Broadcast Bureau, both opinions based on "public interest . * Of the healthy- 
divergence, broadcasters say: "Vive la difference!" 

"^"^ NBC ' s broadcast experience won out over all considerations of alleged 
pressure tactics , ant i- trust and quiz show scandals brought by chal- 
lenger Philco Broadcasting, also after the WRCV Philadelphia Ch. 3 outlet. 

FCC Chief Hearing Examiner James D. Cunningham said NBC's "runaway 
superiority in broadcasting experience" made rejection of a bid by an auto 
manufacturer, Philco's parent Ford Co., inevitable. The initial decision 
will be effective in 50 days, barring Philco appeal, or FCC review. 

Cunningham admits that NBC's cause did "suffer" from the net's claim 
of having been "duped" by quiz program producers Barry and Enright. But, 
basing his judgment on NBC's broadcast history, Cunningham believes the 
network's concern in correcting the mess was and will continue to be 
"genuine. " 

About the famous NBC-Westinghouse swap, by which NBC acquired the 
Philadelphia outlet it now wants to swap for RKO's Boston properties, the 
FCC examiner says Westinghouse clearly was "reluctant." But FCC confirmed 
the 1955 swap, and even "serious misconduct" in other business deals can be 
outweighed by excellent overall performance in broadcasting by a licensee. 

Some may be shocked by Cunningham' s outlook on PhilcO accusations that 
NBC used pressure tactics to bargain for an af filiate 's station. 
Cunningham goes by the rules : and there is nothing in the rules barring 
a network from bargaining for ownership of an affiliate station. Nor is 
there anything to protect a network when a powerful affiliate can do the 
dictating — as it can in a two-station market. 

<4f4p Aside from legal argument in the examiner' s 63-page decision, the 
heart of the matter lies in the profile of the NBC operation as network 
program supplier and licensee. 

Cunningham notes that between 1961-2, NBC scheduled 5,000 hours of 
network programing, with 60 separate programs totalling 92 hours a week. 
NBC's $30 million a year news operation employs Over 780 people in 75 coun- 
tries, and accounts for nearly a fourth of total NBC programing* 

One sentence will give comfort to networks battling government moves 
to weaken network strength and reach: "The network furnishes . . . pro- 
graming of a scope and cost beyond the reasonable capacities of an indi- 
vidual station on any continuing basis." 
No new thing — but it bears repeating. 



infill editorial 
Friday. November 22 
2:20 p.m. 



Kennedy Assassination 

The .Nation mourn- in united grid in the tragic know ledge 
that tlit- IVe-ident ha- lallen. tin- \ ictim ol an a*- a*>-in 
in Dalla-. The death of John V. kenned) . the wounding 
t)f C,n\ t-i nor John (Junnallv ol I V\a-. Iea\ e- an iudelilde 
-car on tin* In-art ol the w hole people, 

\\ e. in Dalla-. ha\f a -peeial grief that tin- grim traged\ 
ha> occurred in our niid-t. Turning out w holedieartedh 
in a great uon-parti-an welcome to tin- head ol our Nation. 
Dalla- i- -hocked hevond all e\pre— ion that am 
perverted mind could wreak tin- deed ol evil. 

Tin- ha- happened. It nm-t turn all of u- at once to our 
plain dut\ . The terrihle act nm-t he avenged. IJnt 
he\ ond that we lace the neee— it\ ol making repetition 
impo— ihle. Can the eon-eience re-t of tho-e who-e 
cra/ed auiino-it\ ha- -tunned weak mind- to -ucli a* tioii 
a- thi-Y Surelx no true, -a ue Ainerican. dillering politi- 
cal l\ with an electetl leader, helitw e- that true democracy 
can he -er\ ed In violence and murder. 

To Mr-. Kenuedx . to the -tricken lamilx . our -unpalhv- 
our hea it- go out. 1 he Nation grie\ e- hut we niu-t 
rt)ii-e to eliminate the hate that hived- tin- act. Let 
u- all lace forward in tin- united -pint. 



John Coyle. President 
KVIL. Dallas 




Cou Mes\ of The Detroit Institute of Arts 



in a class by itself j 

Masterpiece — exceptional skill, jar-reaching values. This is the quality 
of \Y\VJ radio-television service— in entertainment, news, sports, information*, 
and public affairs programming. The results are impressive— in audience loyalty 
and community stature, and in X 1 T \ \ T j H r \ 1 T I rp \ x 

sales impact for the advertiser VV V\ J and \ \ \ \ •) ~ I \ 

on \Y\YJ Radio and Television. THE NEWS STATIONS 



"SELF PORTRAIT" 
by Yt.WKXT 
VAX COG II 

tmupuh rfirnh thr artist's 
ditirtit or ffr\jnlf > its lath of 
faith flt'tmi awl th'ftnitum. 
TU> mh n,sr utftUh and tor- 
tu tt (I i\prt'%i>iwi t in (I I v 
t/rmari^tratc I an Coph «. 
spiritual anil t mi>i ton a! 
Imidiru s\, m u t il ///* 
abnormal scnsitiut\ ninth 
tfopgrd Inm till hts hjt 
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